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When You Take 
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Announcing the FREE Availability of 


Peer wea 


Order this great 
sound motion picture 
with its tremendous, 
proved impact—now! 


If you supervise salesmen, use it to compli- 
ment and inspire your men. If you supervise 
or develop sales training programs, use it 
as the climax of your sales meetings. If you 
teach economics or salesmanship, use it to 
picture the intangibles of sales work—to 
dramatize the values in a sales career. If you 
have a group that needs to know about the 
salesman’s significant contribution as a 
builder of our America, use it. It’s patriotic. 


It has big values for beginners . . . big values 
for the veteran salesman. Salesmen who see 
this picture have new enthusiasm to get out 
and go get em. “The Man Who Sells” is 
sponsored by Chevrolet . . . produced and 


distributed by The Jam Handy Organization. 


a 


Zé JAM HANDY 
2821 E. Grand Boulevard Ogany 


f ANC. 
Detroit 11, Michigan 
Please send the 10-minute 16MM sound motion picture THE MAN WHO SELLS. 


Our choice of dates: First ae Third_ = 


It is understood that this film will be supplied free of charge with only return transpor- 
tation paid by us. We will report all showings of the film on a special card provided 
for the purpose. 


ORGANIZATION ___ 
APPLICANT'S NAME_____ 
ADDRESS___ 

See 7 STATE_ 


Estimated audience composed of 


",.. TOPS THEM ALL...” 


“In my experience with the JAM HANDY Organi- 
zation, which goes back more than 25 years, this 
company has never produced a mediocre picture, 
but this latest production tops them all. 


“lt is so made to order and geared to present con- 
ditions in a period when our whole economy de- 
pends on selling and the salesman.” 


C. E. Lovejoy, Jr. 
Vice President, Sales Management 


". .. This splendid production . . . is terrific. It gives 
dignity, position and good sense to the job of the 
salesman. It is a film which is greatly needed . . .” 


Francis W. Noel 
Chief, California Bureau of 
Audio-Visual Education 


New York Newspapers 
Retail Advertising Gains & Losses 
May-September 1954 


Journal-American 
Other evening papers 
All morning papers 


gain 554,914 
gain 361,196 
loss 919,705 


Source: Media Records 


NOTE: Gains and losses based on total retail advertising linage, daily 
and Sunday. “Other evening papers” publish six days weekly. 


any way you. 
analyze it... 


The New York Journal-American is 
the hottest advertising buy in town! 


N° NEED to be a Freud authority to see 
what’s motivating New York retail adver- 
tisers these days. Just look at the record... 
the past five months, for instance. 

From May through September, the Journal- 
American chalked up a retail advertising 
GAIN of 554,914 lines over the same period 
in 1953 . . . against a total retail advertising 
LOSS of 3,595 lines for all New York papers. 
There’s a good reason, of course. 

Most New York retailers are hep about 


Journal: 


NATIONALLY REPRESENTED BY 


HEARST ADVERTISING SERVICE 


OCTOBER 15, 1954 


advertising dollars. They know the Journal- 
American's city and suburban impact sells 
merchandise like hot cakes. They know more 
people buy the Journal-American than any 
other New York nickel paper. And that more 
city and suburban people buy the Journal- 
American than any other Sunday New York 
paper selling for twenty cents. 

How about it, Mr. Advertiser? What's 
good for dollar-canny New York retailers can 
be very good for you. 


NEW YORK 


“ne, American 


A HEARST NEWSPAPER 


Ses Moxagament 


CONTENTS 
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ADVERTISING 


Newspapers—99% of Them—Offer 
Some Form of Merchandising Help 


‘ Survey among 632 papers representing 76% of total circula 
HL i tion shows what a 5,000-line advertiser can expect for each of 


a seven kinds of on-the-spot local assistance. 
e h | How to Fight and Get Sales 
(: | ( lr \ With Only $64,000 in Ads 


Ward Leonard Electric’s competitors are the giants—and some 
companies that are smaller. So extra sales savvy is vital. . 


Dominant and almost Dairy Folks Stretch Promotion Pennies 


With Small-Space Ads 

- Copy treatment was bright and insertions were frequent. 
age of this great market Milk companies all over the country wrote the original spon- 
sors and asked, ‘Please, may we steal your campaign?” 


complete one-paper cover- 


on every Buying day. 
DIRECT MAIL 
The Virtues of No-Nonsense Direct Mail 


First, it saved the company from financial collapse. Second, 
h | direct mail selling brought sales costs down 30%, increased 
( \ | sales volume 400%, replaced 125 salesmen. 
By Paul J 
"ae 
Positive sales results as- 


GENERAL MANAGEMENT 


? ‘ Y Products to Be Added or Dropped 
concentration in all-im- Must Run the Gauntlet at Rockwell 


sured by 92% circulation 


portant Cuyahoga County. The who, why, what and how of the Products Committec that 
checks market potential, engineering and production costs, and 


suitability of proposed products to present method of distribu- 
tion for a company selling in 15 major markets. 

By C. A. Wiken, Vice-President, Research-Engineering, Rock- 
well Manufacturing Co. 


esearch Een 


, Too Many Items in Your Line? 
Continuing Cleveland We Cut Ours from 207 to 38 


Ninety-five percent of customer needs are met by the 38 items. 
Further, BullDog now has only 260 distributors, instead of 


500. Are your outlets burdened with unnecessary stocks? 


Press market research 
gives a quick and sure sa ". : agegci ; 
By A. A. Togesen, Vice-President in Charge of Marketing, 


measurement of results. BullDog Electric Products Co., subsidiary of I-T-E Circuit 
Breaker Co. s ‘ 


MARKETS 


If You Sell Electrical Appliances, 
The Government Will Help You! 


: Unbelievable as it scunds, the Rural Electrification Adminis- 
. E tration can direct you to markets which have scarcely been 
? ( 2 - scratched ... including names, addresses. 
\ By Jerome-Shoenfeld, Washington Editor .. ‘ 
Cleveland Siipaeeesss 
For Self-Service Variety Stores? 
Variety chains are rapidly converting to self-service, super 


market style. Want to ride with the revolution? Here are five 
steps to successful self-service selling. 


By James C. Cumming, Vice-President, Anderson & Cairns, Inc. 118 


SALES MANAGEMENT 


Are You Selling Your Share of 
Civilian Goods to the QM Corps? 


Here is an ABC explanation of what the Quartermaster Corps 
purchases, where it buys, and how you should start your sale. 


Sales Put New Light in Ceilings 
Scientists had figured out the way to turn ceilings into sheets 
of light. But the salesmen who have sold 4,800 installations in 
four years have learned to sell a “package,” to custom-design 
and price each job, and to sell it outright or to lease it. 


By David B. Blueford, Vice-President for Sales, Luminous 
Ceilings, Inc. raed 


MOVING 


Things You Ought to Know 

When Moving Family or Employes 
Shipping costs, insurance, and tips on packing are covered 
Here is your blueprint for a safe, easy, economical move 


PACKAGING 
Look! No Wrinkles! 


Cameo Curtains, Inc., adopts a new unit pack which offers a 
variety of benefits to consumer and retailer alike 


Now Hear This: Someone's Invented 

A Non-Skid Spaghetti! 
Golden Grain Macaroni Co., flaunting tradition, makes spa- 
ghetti rings which pasta devotees can hook with a fork. One 
of the most powerful elements in the sales plan behind this— 
and other—GG products is effective packaging. 
By Tom De Domenico, Sales Manager, Golden Grain Maca- 
roni Co. 


PRODUCT DESIGN 


Higher Style, Higher Price: One Way 

To Get Out of the Competitive Dog-Fight 
Borg-Erickson gambled on a bold move—and won. Company 
redesigned its bathroom scale to match the tastes of the “car- 
riage trade,” jumped the price to $15. The class market 
bought—and now the mass outlets are buying. . 


SALES MANAGEMENT 


lf Workers Want a Coffee Break, 

Let's Make a Business of It" 
... and Vacuum Can did so. lt organized a new division 
called “Industrial Hot Coffee Service.” Its trucks are now de- 
livering 2,000 gallons a day to Chicago offices and plants 
The idea is getting a foothold in six other cities. 
By Robert W. Blair, General Manager, Industrial Hot Coffee 
Service Paate eters ; 

Sell Like a Champion When 

You Take Your Budget te Management! 
Plan your presentation. Organize it. Give it visual appeal. 
Give it pace. Make it a show. And never forget for an instant 
that “the brass” is interested in benefits of a specific kind. The 
“for instance” reported here won an OK for a _ promotion 
budget well in excess of $2 million. 
By William 
Refining Co. 


SALES MEETINGS 
Best Liked Sales Meeting Ideas 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 143. Marketing Pictographs 
Comment 27 Readers’ Service 
Executive Shifts 142 Sales Trends (Industrial) 
Human Side 20 Scratch Pad 
Letters 8 They're in the News 
‘Lost Sale" Quiz 92 ~=~‘Trends 

Worth Writing For 122 
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10,801 
Advertisers 
Can't be 
Wrong! 


@ 10,801 Advertisers placed proa- 
uct descriptive advertising in 
1954 Annual Edition of Thomas 
Register. This astonishing adver- 
tising patronage far exceeds the 
number of advertisers using all 
other industrial media combined 


This record trend to T. R. is 
quickly summarized in the re- 
marks of one of our advertisers ~ 
“The steady stream of high qual- 
ity inquiries, the kind that result 
in sales, is our reason for placing 
Thomas Register at the top of 
our list.” 


You can get the facts about 
this low cost way of securing 
sales producing inquiries, from 
a Thomas Register representa- 
tive. Write or call him now for 
the 1955 Edition. 


The Only Paid Circulation 
; in the field — 
ABC 96% Paid AbD 


THOMAS 
REGISTER 


461 EIGHTH AVENUE NEW YORK 1, N. Y. 


MARKETING EXECUTIVES 
HAVE YOU HEARD THE NEWS? 


Crossley, Incorporated and S-D Surveys, Incorporated have 
joined forces and will operate as one company. 


WHAT DOES THIS MEAN TO YOU 


1. All-the advantages of the combined skills, 
experience and facilities of two well known 
research organizations. 


- More extensive field coverage through an 
amalgamation of two nation-wide, thoroughly 
trained interviewing staffs. 


. Lower costs for highest quality professional 


research services through economies of joint 
operations. 


CROSSLEY 


Affiliated with 
Stewart, Dougall & Associates 
oe 
642 Fifth Avenue 


wiveys New York 19. New York 


INCORPORATED Plaza 7-5560 


For impact in Buffalo 


use 7] OLOR 


®@ Both local and national advertisers 

have repeatedly demonstrated that ROP Color in the 
Courier-Express... either daily or Sunday...is Buffalo's lowest- 
cost producer of sales. Here’s your key to additional 
impact on the 755,948 people in Buffalo’s ABC 

city zone...and on the entire 8-county Western New York 
market where the spendable income of the 
463,400 families averages $5,287 and 
totals nearly 21/, billion. 


VW 


Western 

New York's pe 
Only Morning and 
Sunday Newspaper 


COURIER 
Buffalo ~ixpress 


REPRESENTATIVES : 
SCOLARO, MEEKER & SCOTT 
Pacific Coost: DOYLE & HAWLEY 


EXECUTIVE OFFICES, 386 Fourth Avenue 
New York 16, N. Y. LExington 2-1760 


EDITORIAL 


EDITOR Philip Salisbury 
MANAGING EDITOR A. R. Hahn 
ASSOC. MANAGING EDITOR. John H. Caldwell 
SPECIAL FEATURE EDITOR..Lawrence M. Hughes 
SENIOR ASSOCIATE EDITOR........Alice B, Ecke 
ASSOCIATE EDITORS ...Harry Woodward, 

Philip Patterson, Lester B. Colby 
CHICAGO EDITOR....... David J. Atchison 
WASHINGTON EDITOR........Jerome Shoenfeld 
ROVING EDITOR he .....A. G. Mezerik 
CONSULTING ECONOMIST Peter 8. B. Andrews 
COPY EDITOR - -...-Amy Lee 
PRODUCTION MANAGER aes Mary Camp 
ASS'T, PRODUCTION MANAGERS 

Aileen Weisburgh, Virginia New 
EDIT. ASSISTANT... ......Jdudith Recht 
READERS' SERVICE BUREAU .....H. M. Howard 


ADVERTISING SALES 
SALES MANAGER........ John W. Hartman 
SALES PROM. MGR.... Christopher Anderson 
ASS'T. PROM. MGR. ....Madeleine Singleton 
PRODUCTION DEPT. Ellen Knauff, Patricia Simon 
FIELD MANAGERS 
NEW YORK 16, N. Y. (386 Fourth Avenue; 
LExington 2-1760): Merri! V. Reed 
Dunsby, Wm. McClenaghan, Randy Brown, 
Jr., Gerald T. O'Brien. 


CHICAGO |, ILL. (333 N. Michigan Avenue; 
State 72-1266): Cc. E. Lovejoy, Jr., W. JZ 
Carmichael, Thomas S. Turner. 


SANTA BARBARA, CALIF. (15 East de la 
Guerra, P. O. Box 419; Woodland 23612): 
Warwick S. Carpenter. 


SUBSCRIPTIONS 


DIRECTOR..... 
SUBSCRIPTION MANAGER. 
$8.00 a year; Canada, $9.00; Foreign $10.00 


SALES MEETINGS 


(quarterly, Part Il of SALES MANAGEMENT); 
editorial and production office: 1200 Land Title 
Bidg., Philadelphia 10, Pa.; Philip Harrison, Gen- 
eral Manager; Robert Letwin, Editor. 


OFFICERS 

PRESIDENT AND PUBLISHER......Raymond Bill! 

GENERAL MANAGER Philip Salisbury 

SALES MANAGER..............John W. Hartman 

TREASURER...... Edward Lyman Bill 

VICE PRESIDENTS C. E, Lovejoy, Jr., 
Merril V. Reed, W. E. Dunsby, R. E. Smallwood 


SALES MANAGEMENT, with which is incorpo- 
rated PROGRESS, is published semi-monthly on 
the first and fifteenth except in May, September 
and November when it is published on the first, 
tenth and twentieth. Affiliated with Bill Brothers 
Publishing Corp. Entered as second class Matter 
May 27, 1942 at the Post Office, East Stroudsburg, 
Pa., under the act of March 3, 1879. Publication 
(printing) offices, 34 North ‘Crystal St., East 
Stroudsburg, Pa. Address mail to New York office. 
Copyright October |, 1954 by Sales Manage- 
ment, Inc. 
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Ostioir 


Ask us about this giant, economy size sales package which builds the largest 
advertising volume in the nation in 


THE MILWAUKEE JOURNAL 


Twice the Circulation of Any Other Publication in the Market 


OCTOBER 15, 1954 


These familiar words can tell you 
where in Metalworking 
your advertising dollars buy the most 


you cat lead a horse te 


in advertising value: 


put the power of Metalworking’s great sales builder . . 


SALES MANAGEMENT 


water bul you cannot make him 


As a modern advertiser to America’s biggest industry, the ancient author 
of a deathless proverb might well now say: 


“You can send a metalworking magazine to a metalworking 
production executive ... but you cannot make him read it.” 


There is, however, one metalworking magazine a great and constantly 
growing number of production-responsible metalworking men do read... 
and put their money up as evidence of their reading interest. 


This magazine is American Machinist ... and alone among all metalworking 
publications, the concentrated, purposeful helpfulness of its editorial pages 
draws a completely voluntary, self-elected audience of all-paid subscribers. 


It also happens to be the biggest subscriber audience in the history of metal- 
working magazines. By ABC audit, it numbered 33,000 last December, and 
reached 34,058 this May (subject to audit by ABC). 


So if your answer to this question: 


“Do we want to do business with Metalworking’s production executives?” 
is “Yes”... then it makes sound, good sense to make sure your product story 
is told most often, and most fully, in the pages of Metalworking’s most 
powerful and sought-after editorial force. 


You'll find yourself in the best and most sales-minded of company when 
you do. Over 900 advertisers currently place more advertising for the 
products used and bought by Metalworking in American Machinist than 
are placed in any other magazine. 


And what a market this advertising sells! For the kind of men who read 
American Machinist are producing $95-billion of metalworking products 
this year ... and buy more to do so than any other group in industry. 


American 


Machinist ey : 
meme /... Dehind your products 


THE Mev>RAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 

AND ASSOCIATED BUSINESS PUBLICATIONS 


OCTOBER 15, 


LETTERS 
TO THE EDITORS 


INDUSTRIAL SALES FORECASTING 


A while ago, we wrote a letter to 10 


how the leading manufacturers in the metal cut- 


ting tool field, as follows: 


short cut “We at Adamas are currently 


making plans for 1955 and 
. . among those is the very impor- 
to buying action tant task of ‘sales forecasting.’ 
To do an intelligent job of this 
pays off for you it is not only necessary to ap- 
praise industry growth, our com- 
pany’s plans and other specific 
factors, but also to tie these to 
2 A os MH Oo en a ee oe oe ‘ ; 

Sees ee eee : some external index such as steel 
production figures, gross national 
a am, 6 product, automotive production 
=e . = ‘ ~ ce figures or any other index which 
Today’s answ er to your sales problem is more precedes similar up-or-down 
than making more sales calls on more prospects. movement on the part of the 

It’s equally important to direct your salesmen’s time sactal casting tens Rete. 


and efforts to the most worthwhile buying influences. “To date we have been com- 
paratively unsuccessful in find- 

By searching out val i ing such a reliable barometer or 
y j; 8 oe ae r uable prone, indicator of future trends. It was 
N.E.D. gives your sales organization a short cut to hoped that perhaps you might 


more business. It produces a higher percentage be willing to exchange thoughts 

‘ ~~ with us as to what indicators 
of valuable inquiries . . . leads to more sales, faster, have proved most reliable to you 
and at lower cost. in estimating or forecasting your 
sales for future periods. Any 
IU . . ‘ light you can shed on this com- 
N.E.D.’s proved business getting program locates mon problem would be sincerely 
the worthwhile prospects in all industrial markets appreciated.” 


... Carries your sales message to the key men in 


es 


The answers we have received indicate 


more than 42,500 plants that do the bulk of that no one seems to be aware of such an 


index. We would very much appreciate 
any suggestion you might have as to the 
method for locating information of this 
You'll find the full story of N.E.D.’s far-reaching sort. 
influence in a new brochure, “How to nail down SS Bais 
more orders quicker”. It’s packed with practical, = 
sles buiidies inl oY h Vice-President 
sales-building information on the men who read Adamas Carbide Corp. 
N.E.D. . . . the markets they represent . . . the Kenilworth, N.J. 
information they look for. What's more, it tells you ®& The best answer we can come up 
how to use N.E.D. to best advantage in overcoming with is that you try the figures of 
present-day competition. F. W. Dodge and Co., on contracts 
awarded for industrial building con- 
Ask for your copy today... see how this new struction. We know of no_ index 
brochure can introduce your salesmen to a profitable which precedes up-or-down move- 
short cut to bigger and better business. ments on the part of the metal cutting 
tool field. Perhaps some of our read- 
ers, experts in this field, can suggest 
70,000 COPIES (Total Distribution) 210,000 READERS __ in over 42,500 PLANTS something better. . . . If so, please drop 
a note to this department, c/o SALES 


MANAGEMENT, 386 Fourth Avenue, 
A PENTON PUBLICATION New York 16, N.Y. and we'll be glad 


BPA 1213 West Third Street, Cleveland 13, Ohio to pass your answers on to MIr. 


Dreyer. 


industry’s business. 


| WAS SOLD ON A FORD 


The other night I went through some 
research files and happened onto The 
Human Side department, your Nov. 1, 
1953 issue (p.8) titled, “How to Sell 
Cars.” Well, while mine is no Martin 
Bury story, it has its points of interest. 


(continued on page 1!2) 


SALES MANAGEMENT 


AARTISAN 


Your most rewarding 
advertising opportunity in... 


WARM AIR - RESIDENTIAL SHEET METAL 
HEATING AIR CONDITIONING CONTRACTING 


AMERICAN ARTISAN’S January Directory and Show Number 


M4 DIRECTORY SECTION 


All applicable products will be listed alphabetically — with 
names and addresses of the manufacturers indicated. Products 
advertised in the January Issue will be classified.separately, 
together with the names of the firms advertising them. All 
known trade names will also be listed in this comprehensive, 
up-to-date reference work. 


SHOW SECTION 


Subscribers will find in the January Artisan a complete pre- 
view of the approaching 12th International Heating, Ventilat- 
ing and Air Conditioning Exposition. A listing of all exhibitors 
and their products, a handy guide to the displays, and pro- 
gram information will be included. 


REGULAR CONTENT 


Like all other issues, the January Directory and Show Number 
will carry a full quota of timely articles — insuring immedi- 
ate cover-to-cover attention. As the field's No. 1 publication 
since 1864, American Artisan is relied on for its practical 
editorial content. 


Do an adequate job in the January spreads, inserts, or multiple pages for 
American Artisan, and all next year its telling a complete product story. And 
lasting influence will work in your be- then act promptly to assure the best pos- 
half — producing inquiries, promoting sible position in this exceptional issue. 
sales. Consider the value of using 


KEENEY PUBLISHING  6N. Michigan, Chicago 
@ aikR CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. LaFayette Park Place — 
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BSN’s Ever-expanding 
Pays Off in Big Results 


Hirs€ with readers... 7/7*SC with advertisers... 
/7+s€ in editorial excellence... 77ST in industry 


services... //*SC in dealer buying power... 
fowest in advertising cost 


| MATERIAL Sound films for sales people: More 
| HANDLING | than 25,000 dealers, wholesalers and 
sais their sales people see BSN’s films on 
subjects such as “Materials Han- 
dling,” “Selling the ‘Do-It-Yourself’ 
Market,” and “How to Display for 

Profit.” 


First by every measure of pub- 
lishing performance, BUILDING 
SUPPLY NEWS’ leadership extends 
far beyond editorial excellence 
and circulation and advertising 
statistics...to extra services that 
promote an even bigger, more 
prosperous industry—and 
greater returns for its adver- 
tisers. For instance: 


Buying guidance for buyers: selling 
direction for sales people: Nearly 20 
years ago BSN originated the indus- 
try’s Dealers’ & Jobbers’ Directory. 
Immediately accepted and used as a 
year ‘round selling tool for whole- 
salers, dealers and their salespeople, 
it is also a valued buying guide for 
dealers and their builder, homeowner 
and hobbyist customers. 


Charting the industry's expanding 
progress: BSN has gained the repu- 
tation among its dealer and whole- 
saler readers (as well as its advertis- 
ers) of being the one magazine they 
can count on for continuous leader- 


at 


Traffic building advertising to customer 
markets: 3,000,000 “Do-It-Yourself” 
home-owners and hobbyists are ac- 
quainted with lumber and material 
dealers as a one-stop source of all 
their needs through BSN’s colorful 
POPULAR MECHANICS and POPULAR 
SCIENCE Magazine advertising. 


How-to-do-it booklets on timely 
topics: Handy reprints of help- 
ful articles on “How to Sell 
More Paint’. . . “How to Sell 
the ‘Do-It- Yourself’ Market” — 
“How to Display for Profit,” 
are acclaimed by readers and 
advertisers everywhere. 


ship. This is demonstrated through 
such industry activities as “Spend 
for the Home”. . ‘National Home 
Appliance Week”’. . ‘Your Only Real 
Security, a Home of Your Own” 

. and numerous other campaigns 
which BSN originated. This dynamic, 
sales-minded editing results in the 
lumber and building material dealer 
being recognized today as America’s 
outstanding retailer. 


Round table activities and field coun- 
sel: BSN editors — and staff members 
with specialized knowledge in all 
fields of dealer cperation — originate 
and conduct regular dealer group 
meetings for specific discussion, and 
accept invitations to participate in 
hundreds of dealer meetings annu- 
ally. They are the recognized au- 
thority on merchandising techniques 
and material handling methods that 
have made this multi-billion dollar 
industry. 


SALES MANAGEMENT 


Industry Leadership 
for BSN Advertisers | 


BUILDING SUPPLY NEWS’ constantly increasing 
leadership is no accident. It stems from more than 
38 years of sparkling editorial and industry 
achievement which long ago established the offices 
of BSN and its companion publications as Build- 
ing Industry Headquarters. 

Proof of its leadership is found in the fact that 
BSN reaches more dealer establishments with far 
greater buying power (88.2% of the industry’s an- 
nual sales volume!). 

That BSN is the preferred magazine editorially 
is proven by unbiased reader preference studies 
made by advertisers and their agencies. That BSN 
is preferred by advertisers is proven by the fact 
that more advertisers place more pages of adver- 
tising in BurLpING SuppLy News than any other 
magazine in the field. (From January, 1953 through 
June, 1954, BSN gained 445 pages of advertising 
compared to its nearest competitor’s loss of 142 
pages!) 

Back of these unquestioned evidences of leader- 
ship is the largest and most capable building indus- 
try publishing organization in the world. BSN’s 
executive and key staff personnel have worked to- 
gether for many years as a closely knit team... 
and its length and breadth of service is unmatched 
by any other building industry publication. 

All of this adds up not only to leadership and 
respect for the magazine, but readershipand results 
for its advertisers. 


esBUILDING 
SUPPLY NEWS 


Always the Firsi Dealer Merchandising Publication 


5 South Wabash Avenue e« Chicago 3, Illinois 
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New miracle way 
4o"cream’ your coffee! 


(SELLING ROOM ONLY) 


Stand your product inthe aisle... 


keep it moving with H&éD “Selmor*”’’ Displays. 


HINDE & DAUCH 


SANDUSKY 16, OHIO 


Write for FREE booklet-- “How To Select Vending Displays.” 


12 


LETTERS 


I bought a Ford. I wasn’t at all in the 
market for a Ford. Having been used to a 
heavier car, I was principally interested 
in a DeSoto. But three DeSoto dealers did 
their share in cooling me off. They still 
acted as though they were doing me a 
favor. 


Somehow Bill Lutz, salesman for Jack- 
son-Goldie, Oakland Ford dealer, had 
heard I wanted to buy a car. He called at 
the house and talked with Mrs. Klaus... 
was courteous, cooperative and business- 
like. He proceeded from the standpoint 
that I was interested in certain benefits, 
and that he could deliver these benefits. 


Well, my resistance at first was high 
because I had given no consideration to 
a Ford in my thinking. But Bill came 
back, several times, always with another 
good reason why I should buy a Ferd and 
what benefits I would gain from its per- 
formance. If in the end he had not con- 
vinced me that a Ford really was a good 
buy—which he did—I would have bought 
it anyhow out of sheer admiration for his 
superior brand of salesmanship. 


Of course, the tragedy is that sales per- 
formances like Bill’s, or those of the men 
in the Bury organization, are the excep- 
tion rather than the rule. Somehow, this 
seems to be more pronounced in the auto- 
mobile business, although this is an im- 
pression, I am not prepared to support 
with facts 


Erwin H. Klaus 


Marketing-Advertising Director 
Northrup, King & Co. 
Minneapolis, Minn. 


CALVERT ENFORCES FAIR TRADE 


I have read with interest the debate on 
Fair Trade (SM, Sept. 20, p.80). 


Mr. Katz, President of Doeskin Prod- 
ucts, correctly says that the absence of 
Fair Trade in anv market tends to nar- 
row the number of brands available in- 
stead of promoting a wide variety of pri- 
mary and secondary items. This certainly 
fits in with my experience in the liquor 
industry during the price war days of 
1939-40. We found that price cutting on 
name brands practically drove the sec- 
ondary labels off the market. Leading 
brands were able to survive only because 
of their consumer acceptance, but the 
faith in their integrity was shaken by the 
unstable prices. Mr. Katz’s article was 
clear and logical and a good statement 
of the Fair Trade case. 


The anti-Fair Trade writer holds up the 
ideal of perfect enforcement and makes an 
inapplicable analogy to prohibition. To 
begin with, Fair Trade could never re- 
ceive the enforcement it gets if retailers 
did not co¢perate. 95% of the retailers 
believe in Fair Trade and the other 5% 
are those who are opposed. Such a situa- 
tion is no comparison with prohibition 
which probably had about 90% of the 
people opposed to it in one form or 
another. There is no parallel between 
prohibition and Fair Trade enforcement. 


(continued on page 16) 
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“Seller's Market !’’ 
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According to the economics books, _individuals every year in THE Population soars in 

a seller’s market exists when buyers INQUIRER. That's one reason DELAWARE VALLEY, 
reach eagerly for a seller’s wares. THE INQUIRER is far out front in U.S.A. 
classified advertising in Philadelphia Up 20% since 1940! That's 
...just as it is FIRST im national the increase in population in the 


advertising, retail advertising and world’s greatest industrial area. 
Over 4% million people here 
now ... with 5 million estimated 


by 1960! 


This happens every day in the Clas- 
sified pages of THE INQUIRER. 
Classified—that vital testimony to a 


total advertising. 


newspaper’s power—sells millions 
of dollars worth of goods and Put this selling power to work for 
services for businessmen and you. Schedule THE INQUIRER! 


The Philadelphia Prguiver [473 


The Voice of Delaware Valley, U.S.A. y 


Exclusive Advertising Representatives: West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 13460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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apply 
advertising 
here... 


...for greater 
production 
= nere 
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for Saleemen 


Engineering and management personnel are not generally 
paid to buy things, but to solve problems . . . increase effi- 
am ciency... speed up productivity ... And you can’t always 
© know how many of these men have a voice in the considera- 
tion of a product or service designed to meet their specific problems. 

Therefore, when you sell to business and industry your market is 
dependent upon getting your sales message into the minds of these hidden 
buying influences. 

Your salesman is the skilled workman. His job is to tell your story, 
and sell your product. He can’t afford to spend his limited and extremely 
valuable selling time ferreting out and creating acceptance among all of 
the possible buying influences. That’s the job for Business Publication 
Advertising. 

We call this ‘‘Mechanized Selling’”’ because consistent advertising 
mechanizes the preliminary steps to a sale. At pennies per contact it de- 
livers your selling message to the men in business and industry who look 
to their Business Magazines for help with their problems and jobs. It 
enables your salesman to devote more of his time and talents to the pay- 
off steps—making the proposal and closing the sale. 

Ask your McGraw-Hill man for a copy of our 20-page booklet, 
*‘Mechanizing Your Sales With Business Paper Advertising.”” Also about 
our sound slide film, ‘‘Plateau of Progress’ which is available for showing 


at sales and management meetings. 


oy McGRAW-HILL PUBLISHING COMPANY, INC. 
Me GRAW-HILL 


eee App 330 WEST 42nd STREET, NEW YORK 36, N. Y. > 


HEADQUARTERS FOR BUSINESS INFORMATION 
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LETTERS 


Add SOUND to your 
: 3 <. Whoever heard of asking moonshiners to 
SLIDE PRESENTATIONS ee ae a 


There have been some concerted attacks 

fe > I DW. % - is against the McGuire Fair Trade law. 

t Ch A “COST way This is nothing new. I don’t expect these 

e attacks will succeed. I do not believe 

Fair Trade is on its way out. In fact I 

believe that Fair Trade was never so 

TO secure a business principle as it is today 

witH WEBSTER ELECTRIC in our complicated economy of varying 

pressures which need to be balanced so as 

to prevent the submersion of a group of 

about two million small businessmen. 

Doesn’t our economy contain a profusion 

of such protective devices? Parities pro- 

tect farmers. Robinson-Patman Act pro- 

rR tects against unequal pricing between 

large and small distributors. The ICC 

laws protect the railroads; etc. In theory, 

these special laws protect a segment of our 

economy to keep the entire system oper- 
ating smoothly. 


RECORDE 


We at Calvert have always abided by 
the philosophy that “a sale without profit 
is a sale without honor.” We insist that 
all dealers handling our brands should 
make a profit. We have pledged ourselves 
to strict enforcement of Fair Trade, to 
protect our brand names against violations 
of minimum resale prices, and to use all 
legal means available to enforce Fair 
Trade contracts thoroughly and without 
fear or favor, and to convince retailers 
and the public this is in the interest of 
higher living standards for all. 


W. W. Wachtel 
Here is the greatest idea ever created for making your President 
own sales-building sight-and-sound presentations that are fully automatic, Calvert Distillers Corp. 
100° flexible, amazingly effective—and at a far lower cost than you ever a 
thought possible. 
You can do all this easily, even with no previous experience, with the RAISING THE STATUS 
OF SALES PROMOTION 


sensational new EKOTAPE CINAUDIO—the tape recorder that “runs the 


whole show”—plus any automatic slide or slide film projector! Simply I think the presentation of both sides of 


project your slides in the desired order, record your vocal continuity and the Fair Trade issue is going to bring 

add a Silent Signal when slide change is indicated. On the playback, the about considerable favorable comment. It 
is certainly timely. 

signals change the slides at proper points without attention from the operator. 

However, the subject of greatest inter- 
est to me in the Sept. 20 issue is that you 
have stimulated the forming of a national 
or erase unwanted parts! No other method can match association for sales promotion executives 
EKOTAPE CINAUDIO’S flawless results in making a (SM, Sept. 20, p.42). Mr. Kelly's original 

article which appeared in your Jan. 15 
issue (p.36) was of such interest I cut it 
audio-visual presentation. ae out for future reference. .. . It will sur- 
j prise me if there were not many others 
who clipped this article realizing the need 
for better description and coordination 


EKOTAPE CINAUDIO FEATURES i y i throughout the industry. 


1 ; . Such a national group can not only 
- No audible gignal when 5. Can be used as standard contribute to the accomplishment, and 


slides are changed two-speed twin track tape therefore the status, of sales promotion, 
2. Ekotape “runs the show,” recorder (without slide pro-  - but also can stimulate action on marketing 
leaving operator tree dur- _iector) problems which cannot be accomplished 
ing presentation 6. Fully self-contained and on an individual company or industry 
3. Simplest recording and  ¢sily portable level—such as how national manufactur- 
playback 7. Nothing to break, wear / ers could be drafted to help improve retail 
4. Works with any auto- vt or get out of order selling on an industry-wide basis. While 
we must all limit our extracurricular ac- 
tivity, this is one for which all sales pro- 
motion men should be willing to stand up, 


WEBSTER \V/ ELECTRIC be counted, and take part. 
RACINE |RAM! WISCONSIN W. E. Sawyer 


“Where Quality is a Responsibility ond Fair Dealing or bligation™ } Director Merchand ising Ser vices 
h t id F oO I § } a s 
WEBSTER ELECTRIC COMPANY, RACINE, WISCONSIN + EST. 1909 Johnson & Johnson 


New Brunswick, N.J. 


Even after your presentation is prepared, you can change it at 


will—cut it, expand it, edit it to suit local or special situations, 


truly flexible, economical, fully automatic 


Write for details today 


matic slide or filmstrip pro- 8. Permits changing presen- 
jector tation 
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a vew 
DIMENSION 


has been 
added ! 


77 8% 
105,073 


hated 


77.8% (105,073) of all A.M.A. member Physicians are now paid 
subscribers to Today's Health. 


55.5% (45,185) of all practicing Dentists are nou paid subscribers 
to Today's Health. 


tes 


Sodeys heals Magazine, published by the American Medical Association 


is now delivered to 
150,259 


DOCTORS’ AND DENTISTS’ RECEPTION ROOMS 


77.8% (105,073) of all A.M.A. member Physicians are now paid subscribers 


to Today's Health, 
55.5% (45,185) of all practicing Dentists are now paid subscribers to Today's 
Health. 
150,259 paid copies of the October, 1954, Today's Health. 
Established by reception room surveys the readership formula looks like this: 
150,259 x 41/4, (average readers per day) = 676,165 


676,165 x 27 (days reception rooms are open each 
month) = 


18,256,455 


That is the potential exposure of your ad in one issue of TODAY'S HEALTH, 
the only health magazine that can deliver this reception room audience. 


ANOTHER ALL-TIME HIGH 


Today’s Health is delivered to about 180,000 individual home subscribers which 
by Reader Audience Studies, indicate a potential average readership of 6 per- 
sons per delivered copy— 
6 x 180,000 = 1,080,000 
That is why we say a NEW DIMENSION has been added to Today’s Health 
1,170,000 Home readers 
18,256,455 Reception room readers 


19,336,455 


This, New dimension includes MORE circulation, MORE coverage where it 
counts, MORE results. More than ever before advertisers have a completely 
NATIONAL Health Magazine, reaching almost every county in the United 
States and CONCENTRATED IN A PRESELECTED AREA where adver- 
tising produces maximum results. 


And consider what has happened to costs. While circulation and coverage have 
gone up by leaps and bounds, advertising costs have gone DOWN, Down, down. 


You can take it from there. Discount projected potential readership as much 
as you like. Just use the 340,000 total distribution at the full-page, one-time 
rate and you get about .0029 cents per subscriber. 


Where can your advertising dollar buy three times as much as it did in 1944? 
Phone, write or write 
PUBLISHED BY 


AMERICAN MEDICAL ASSOCIATION 
535 N. DEARBORN ST. * WHitehall 4-1500 * CHICAGO 10, ILLINOIS 
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-..-and more and more families 


enjoy upper-income living 


Management men, as a class, have almost 
doubled in number just since 1940! 
It takes almost twice as many men to make the 
buying decisions for business in 1954 as it did 
14 years ago. 

And so more men are receiving executive-size 
pay checks—and, with their wives, can afford 
bigger purchases of better products. 


The circulation of one magazine—TIME— 


More and more 
men have 
big-time jobs 


has grown right along with this audience. Now 
over 1,800,000, it is by far the biggest circula- 
tion in America’s best market for business and 
consumer goods. 


Why are these families so faithful to TIME? 
Look at any issue. You'll see 

. it’s because TIME is packed with facts, 

because TIME focuses on the significant news, 


because TIME’s unique way of writing bites 
into the memory of even the busiest men. 


TIME to advertise to America’s big and 
growing audience of best customers. 


TIME —the favorite magazine of groups of leaders everywhere: Executives, Doctors, Engineers, Clergymen, Judges, 


Educators, Officers in the Armed Forces . . . Federal, State and Local Officials—and their wives. 


THE HUMAN SIDE 


UP? 


the top 
rated television program for 
children i in the Metropolitan 
NY-NJ imcirket, 1 is comeisty 
sold out, 


LOE EIS. oo. ; Here’s the child: He’s Millard Deutsch, Jr. The pleased looks on 
And three sponsors have es his parents’ faces come from two things: Young Mil has stopped 


ts Te gh Te Me ie asking them impossible questions and he got his Dad into a fascinating 
already queued for first ; business. That’s one of the kits he inspired. 


"A Little Child Shall Lead Them" 


to wait for on opening, 


fs. One of the most unusual science training programs ever launc he d 
We can n suggest eats our a sponsored by some of the top names in business and education—is off 
Me to a flying start because of an eight-year-old boy. This lad, son of a 
former Sheboygan, Wis., manufacturer, asked his papa some unan- 
swerable $64 questions about science and sent the old man packing to 
the library for answers. When papa—Mlillard B. Deutsch—discovered 
that regular channels couldn’t provide the answers and that nothing 
was available for three-dimensional demonstrations at home of the 
hows and whys of the way things work, he went direct to American 
industry for help. 


Deutsch, who now lives near Chicago and co-ordinates from the 
Merchandise Mart the hobby kit program which grew out of his 
son’s inquisitive mind, wrote to some of the top men in the nation’s 
largest firms. Why, he asked, couldn’t American industry manufac- 
ture authentic science kits, related to its particular fields, as important 
contributions to public information ? 


Deutsch was amazed at the enthusiastic response. In effect American 
industry told him, “You set it up. We'll follow through.” For indus- 
try saw in the idea a two-fold program. It could help parents answer 
their children’s searching questions and it would, as /agniappe, stimu- 
late scientific interest among youth. Eventually the idea might pay off 
in trained technicians, of which industry never has enough. 


Millard Deutsch sold his family’s manufacturing business and 
began to work on the effort now called the “American Industry” 
Educational Hobby Kit Program. Five initial kits, now on the market, 
delve into radio and electronics, medical training, observing and fore- 
casting weather, optics and light rays and geology. The kits are pro- 
duced by such well-known corporations as Radio Corporation of 


SALES MANAGEMENT 


they Buy More because they Have More! 


@ Yes, people do BUY MORE in Indianapolis. That’s be- 


cause the average income per family in this great market 
is $6593—25.7% above the national average—and 7th 
among cities of 600,000 population and over!* 

Whatever you're selling—toasters, appliances, large or 
small, drugs, food, furniture, gasoline—you'll find a far 
better market in Indianapolis, responsive and ready to buy. 


In addition, you get these other important advantages : 


P It’s BIG... over 600,000 population 


P It's STEADY... 


balance of industry and agriculture 


. unsurpassed for diversification and 


P It’s EASILY REACHED ... you get saturation coverage 
of the metropolitan area, plus an effective bonus coverage 
of the 44 surrounding counties in The Star and The News. 


Write for complete market data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Consumer Income Supplement, 1954, Standard Rate & Data Service. 
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To the 
Circulation Dept. of 


THE PACKER 


(from the Copy Dept. of 
your Advertising Agcy.) 


THANX, Jim: 


You have no idea how your 
latest ABC circulation figs. 
for The Packer have boosted 
the morale of us boys who 
write The Packer ads. 


For months, now, we’ve been 
telling how The Packer 
"reaches the top men and 
firms who represent more 
than 80% of the Fresh Fruit 
and Vegetable Industry’s 
buying power"..."a market 
of over $7 billion"...with 
The Packer’s circulation of 
"almost 15,000." 


It was that word "almost". 
It just didn’t fit into a 
copywriter’s vocabulary. 
It’s weak. It lacks the old 
zing. It’s a sour note in 
the most singing copy. 


NOW you have eliminated it 
from our Packer copy style 
sheet. From this day on we 
can tell all those who want 
to reach the leading ship- 
pers, growers, processors 
and marketers of Fresh 
Fruits and Vegetables 
that... 


THE PACKER DOMINATES THE 
FF&V MARKET WITH MORE THAN 
15,000 CIRCULATION! (Net pd. 
ave. circ. ABC, Publisher’s 
Statement, 6 months ending 
June 30, 1954, 15,017). 


Again, Jim — THANX 


‘ Ed 


THE PACKER 


PUBLISHING CO. 
20! Delaware St. Kansas City, Mo. 


Ey EDUCATIONAL HOBBY K!T 


ovate? 
WEATHER KIT nod 


= 


And here’s one of the kits. . . . Because of a kid’s inquisitive mind 
it and other scientific kits are teaching children and, at the same 
time, amusing them. 


America, Bauer & Black, Taylor Instruments Companies, American 
Optical Co. and the Gemological Institute of America in collabora- 
tion with Chicago’s Museum of Science and Industry. 


Youngsters learn something of each science by building their own 
scientific instruments from materials in the kits. With each kit is a 
booklet which explains the use of the instruments, describes many 
experiments possible with the kit. The booklets were written by lead- 
ing scientists and educators, prepared under the guidance of Encyclo- 
paedia Britannica. 


When kids ask why it rains or what happens to the food they eat 
after they've eaten it or how television works, there are now practical 
answers in the form of toys. But toys with a difference: These are 
scientific toys which work on established scientific principles and 
which, naturally, instruct the child as they amuse him. The kits are 
suitable for children from eight years of age upwards. 


The Museum of Science and Industry worked with each manu- 
facturer, aiding in the design of the kit and selection of its contents. 
The program is a continuing one; from time to time other kits will 
be presented and other companies will enter the picture. The geological 
kit, for instance, will have a companion piece to provide kids with a 
study of gems. “Eventually,” says Deutsch, “the kits will cover every 
major field of science.” 


Here are some samples of kits already on the market: From RCA, 
an electronics kit which includes parts for a two-tube radio, a trans- 
mitter and material for sound and electronics experiments; from 
Taylor, a kit which contains materials for making nearly all of a 
weather forecaster’s instruments. 


The Gemological Institute of America has a kit which instructs 
youngsters in how earth is made. There are two dozen rock samples, 
a geologist’s hammer, pick and magnifying glass, along with other 
materials. 


So, if another Kettering comes onto the scene one day, it might just 
be because a lad asked his dad some embarrassing questions. 
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A New Concept in Flight 


The powerful Capital Viscount is the first and only modern 
propeller aircraft to combine swiftness with the highest degree of 
silence and smoothness. The four Rolls-Royce propeller turbine 
(turbo-prop) engines introduce the traveler to an ease and 


comfort in flight that transforms air travel into something more 


than a race against time. Panoramic picture windows . . . 
individual tables . . . air-conditioning and 
pressurization . . . contribute to this new kind of luxury. 
The Viscount, Which comes to Capital 

with over one hundred million pass- 

enger hours of safe operation, 

will be ‘serving Capital cities 


soon. Watch for the announcement! 


* Pronounced Vi-Count 


~ 


Capital Airlines 


VISCOUNT 
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POWERED BY SSe@\_ ROLLSROYCE 


SWIFT, .SMOOTH, SILENT, SURE 


muzzle loader, cosmic caper, tough on toppers, 


MUZZLE LOADER: This is the business 
end of the Idaho Falls atomic 
furnace, one of the biggest guns in 
the AEC’s reactor arsenal. Now on 
part-time loan to industry, it'll aid 
researchers in materials testing. 
Atomic energy’s costing $450 million 
in plants and equipment this year, 
same as '53. Total CPI’s repeating too 
... With another $6 billion investment. 


COSMIC CAPER: Polyethylene flys high 
as makin’s for the 282 ft. long “Su- 
per Skyhook” being launched here 
by its General Mills builders. Aim 
was collection of cosmic ray data for 
Naval Research. Demand’s zooming, 
too, for this versatile plastic ... with 
a five-fold gain in last four years, 
and due to double again by 1956. 


TOUGH ON TOPPERS but the “Lady of 
Orlon” made out fine in this underwater 
fashion show staged by coat manufac- 
turer, Donnybrook, to dramatize fabric’s 
water resistance. Synthetics, currently 
20% of world textile output, appear 
set for another big surge now that top 
Paris designers have been won over 


ALERT MANAGEMENT is well-represented by J. M. Huber Corp.’s Dir. of Purchases, E. M. Krech, shown 


here in discussion with Pres. H. W. Huber. Krech finds CHEMICAL WEEK . . 
of information for new products and production facilities.” Also says . 


. “an excellent source 
. . “Each -week it’s scanned 


from cover to cover and pertinent information noted ... marked and passed on to key personnel.” 


No grass grows underfoot in the Chemical Process 
Industries. They’re moving faster than ever... in 
synthetic fibers, polyethylene, atomic energy . . . on 
a host of fronts in this perennially big-spending, $59 
billion-a-year producing market. And in this sprawl- 
ing field, CHEMICAL WEEK integrates the many-faceted 
business interests of management. That’s why so 
many process executives look to its fact-brimming 
pages . .. for guidance that makes for successful 
plans, decisions and purchase transactions. 


Hustling reporter, appraiser, interpreter . .. CHEMI- 
CAL WEEK stalks the big news and side-happenings 
which keep the CPI scene changing daily. That’s 
why its 26,000 readers are such a good cross-section 
of all levels of process businessmen and buying 
power... it cuts out the patterns which point the 
way to profits. And that’s why CW’s headed for an- 
other record-shattering year in both circulation and 
advertising gains. Here in the Chemical Process In- 
dustries .. . it’s management’s own magazine. 


alert management, and... Chemical Week 


in the chemical process industries. . . it’s management's own magazine 


A McGRAW-HILL PUBLICATION 
McGRAW-HILL BUILDING, NEW YORK 36,N. Y. * ABC-ABP 


We sot ‘em COVERED— 


FROM ALL ANGLES! 


As one of the most research-minded television stations 


in the world, WHO-TV has (and is rapidly enlarging) the 
same reliable television audience information that WHO 


offers on its radio audience. 


Briefly, WHO-TV now reaches over 227,000 television sets 
in central lowa — approximately one of every five families 
(1,111,400 people). Of these, 566,300 are urban — 545,100 
are rural, These 1.1 million people have an effective buying 


income of over 1.7 billion dollars. 


WHO-TV went on the air April 25, programming from 
6 a.m. to 12 midnight. In addition to the best of NBC-TV 
attractions, WHO-TV features one of the nation’s largest 
local-talent staffs, which means really heads-up local 


programming, too. Ask Free & Peters! 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


‘WHO-TV 


\: WHO-TV 
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WHO-TV 
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5 WHO-TV 
4 WHO-TV 
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WHO-TV 
WHO-TV 
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WHO-TV 
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WHO-TV 
WHO-TV 
WHO-TV 


Channel 13 » Des Moines + NBC 


Col. B. J. Palmer, President 

P. A. Loyet, Resident Manager 
Free & Peters, Inc. 
National Representatives 
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UCCESS 
STORY | 


COMMENT 


When the Salesman Does 
Make the Difference 


‘How much more business should a good salesman be expected to 


bring in,” asks a subscriber, ‘than an average salesman?” 


The good salesman and the average salesmen work the same terri- 
tory. They have the same product to sell. They have the same adver- 
tising support. They have the help of the firm’s general reputation. 
They have the same salary and incentive arrangement. They are given 
the same amount of training, similar supervision, and le: dership. 


What, then, makes the difference between a good man and an ave! 
age one? 


We've asked many of you that question and there is no genera 
agreement. 


On Nov. 2, however, all of us will have the opportunity to kibitz 
on the plans of two “sales managers” to sell their “brands” as well 
as tor the salesmen to sell themselves. 

Election Day—Nov. 2—will see the Republicans in the 15th Con 
gressional District of Ohio seeking to recapture the seat in the House 
ot Representatives long held—in Republican territory—by Robert T. 
Secrest, who has just been appointed by President Eisenhower to the 
Federal Trade Commission. The Republicans are gleefully looking 
torward to regaining a seat which they say “belongs” to them because 
the majority of voters in many past elections have chosen Republicans 
for all other offices except Congress. 


Republican strategists in Washington, working to pick up a Con 
gressional seat wherever they can, make no secret that Congressman 
Secrest was picked for the FTC by President Eisenhower so a vote 
pulling Democrat would be taken out of the race. 


People often say they “vote for the man” rather than for the party 
label. But most of those people find it hard to recall—if they ever 
knew—the name of “the man” for whom they voted. Usually, it’s a 


case of voting for the “brand’’—the party label rather than for the 
individual. 


In the 15th Congressional District of Ohio, has “salesman’’—Con- 
gressman—Secrest been the difference in winning a hostile territors 
for his brand of politics ? 


The reverse situation exists in the 21st Congressional District of 
New York. There, Jacob J. Javits, a Republican of the liberal variety, 
astounded his fellow Republicans and floored the Democrats when he 
easily snatched a “safe” Democratic seat. And then he proceeded in 
succeeding elections to keep it with larger majorities. 


Now, Congressman Javits has been nominated by the Republicans 
as their candidate for attorney general of the state of New York. 


The New York State Republican leaders expect that Congressman 
Javits will have the same magnetism with the 14 million-odd people 
of the state which he has demonstrated with the 317,000-odd in the 
21st District. 


The Democrats are confident that with Javits, “salesman,” assigned 
to a new territory that their regular line man will win back all of 


the lost voters. 


The politician, like the salesman, must meet people, many of whom 
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EBERHARD FABE 


PENCIL COMPANY 


This is how Louis M. Brown, Presi- 
dent of Eberhard Faber Pencil Com- 
pany, tells it in his own words. *‘Our 
first prize of a two-week trip to Lon- 
don and Paris via TWA certainly 
brought an enthusiastic response 
from our salesmen. TWA was very 
cooperative—their promotional 
pieces were excellent. And the in 
creased sales confirmed our belief in 
using air travel as an incentive.” 
For information on how Trans World 
Airlines Travel Awards can help you get 
action, write to Travel Awards Program 
Dept. SM 10-15, TWA, 380 Madison 
Avenue, New York 17, N. Y. 


TWA travel awards get 
SELLING ACTION 
Fly the finest... FLY TWA 


in the Motel field! 


ommivan Motel Magazine 
5 S. Wabash Ave. Chicago 3 


Construction Equipment magazine presents 


A Survey of Equipment and Materials 
Used in the Engineering Construction Field 


You have long needed reliable information on the use 
of your equipment or material in the different divisions 
of the construction field. For the first time this infor- 
mation is available to the construction marketer. 


CONSTRUCTION EQUIPMENT Magazine has received 
completed survey returns from more than 2,100 con- 
tractors, government units, utilities, industrial plants, 
mines, loggers and many other users of construction 
equipment and materials. 


From this substantial cross-section, CONSTRUCTION 
EQUIPMENT Magazine has been able to prepare a 
dependable report on equipment inventories, material 
consumption, etc. 


Resultant figures were translated on the basis of equip- 
ment and material quantities per 100 employees of 
private firms, and per 10,000 population for munici- 
palities, counties and states. 


Here is a typical analysis sheet for one of the 112 
products included in this survey: 


By using engineering construction employment as a 
yardstick, you can derive market potentials for your 
products in any given contracting firm, county, utility, 
etc., or in any market division, sales area, or total 
market. 


Returns are in geographical balance with the dollar vol- 
ume of construction, the circulation of CONSTRUCTION 
EQUIPMENT Magazine and construction engineering 
employment. 


(Equipment) 


PERCENT THAT OWN 
AND USE 


Percent 
that Own 


and Use 


CONSTRUCTION COMPANIES 72% 

Earthmoving 92% 
Paving 84% 
Building 50% 


Other heavy construction 68% 


PRODUCT: CRAWLER TRACTORS 


CONSTRUCTION EQUIPMENT MAGAZINE 
READERS WHO INFLUENCE PURCHASE 


Per User Market Division 


Average Percent of 
Average Number per 100 CE Readers 
Number Employees in Who Influence 
Purchase 


4.83 4.67 
5.21 8.30 
6.25 5.61 
4.67 1.79 
5.49 4.05 


Earthmoving exclusively 92% 


Paving exclusively 


Building exclusively 


3.86 15.08 
2.11 3.67 
1.97 AT 


PRODUCERS OF CONSTRUCTION 
MATERIALS 


CITIES 

COUNTIES 

STATES 

UTILITIES AND INDUSTRIAL 
MINING 

LOGGING 


ALL OTHER—National Parks, 
Institutions, Ranches, etc. 


AVERAGE 
CONSTRUCTION EQUIPMENT Magazine 


Survey of Equipment and Materials 
Used in the Construction Market 


Projected total in use 


4.61 
2.41 


3.72 


4.81 
74% 


*Per 10,000 population 


---. 131,000 


Construction 
Dollar Employment 
Volume 


Region Returns 


Construction 
Equipment 
Magazine 
Circulation 


Construction 


The information in this survey will aid you in getting 
maximum returns on your sales dollar expenditure, by 
helping you attain the ideal sales balance between your 
market and the distribution of your sales effort. This 
survey will help you detect those areas or divisions 
where additional sales effort promises unusual rewards. 


For further information, contact your local 
CONSTRUCTION EQUIPMENT Magazine representative 
or write directly to... 
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New England 
Middle Atlantic 
South Atlantic 
East North Central 
East South Central 
West North Central 
West South Central 
Mountain 

Pacific 


7.5% 
16.5% 
9.7% 
19.3% 
7.2% 
13.2% 
7.3% 
9.4% 
10.4% 


5.1% 
16.7% 
14.3% 
19.1% 

6.4% 

8.6% 
11.1% 

4.5% 
14.2% 


6.6% 
18.7% 
14.3% 
19.6% 

5.8% 

74% 
12.4% 

4.1% 
11.1% 


7.5% 
15.4% 
11.5% 
17.3% 
10.1% 
12.3% 

8.4% 

8.7% 

9.1% 
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SALES MANAGEMENT 


show a singular lack of interest in the ideas being offered for accept- , 

‘ . . . . e 
ance. So he must possess traits which can be employed to win public " He'll proudly wear 
attention, interest, and the desire to act favorably on his proposals. your executive gift! 


“The good—that is, the effective—politician,” writes William S. 


White, in the Oct. 3 issue of The New York Times Magazine, “is a ' . 
very human man. le ‘ 


“H » - ‘ . _- ” - . F , . <9 

e must be a man who has strong ideas,” continues White . Meer if 

“and | ra is world. s first and only 
and he must be a man who can confront misfortune, even seeming “a : 

catastrophe, with far more than average fortitude.” 


Aren’t these basic traits of the good salesman, too? 


“The good politician must have sensitivity,” points out White. 
“This should not be taken to mean he is a fellow who is deeply hurt 
at the rudeness of a headwaiter or who prefers to contemplate a rose 
rather than roast beef. Sensitivity, as used here, means that quality 4 j 
of perception, of understanding, that leads a man who may never ™ Important people on your 
have read a single book on psychiatry or psychoanalysis to understand, fees. Christmas list will appreciate 
even if dimly, the odd, almost tidal, surges that from time to time La - this smart gift. Provides the 
move among ordinary men as they confront .. .”’ problems. ' } convenience of a pencil that 
' writes in 3 colors plus a smooth- 
writing pen—all in one flawless 


Between now and Nov. 2, why don’t you try an experiment ? Take ‘ 
d . 2, why don't you try an experi : instrument. Can be engraved 


the trouble to listen to the candidates— both Republicans and Demo- with company or individual 
crats—and try to see them, if possible. Then decide whether you like name. Unconditionally guaran- 
the “salesman” better than the firm he represents, or whether you , teed for mechanical perfection 
would rather take the “brand’’—the political party—even though by Norma — makers of Norma 
you may not care fer the salesman who is soliciting your vote. ; Multikolor Pencils, famous for 
over 25 years. 

You might hand the sales managers of both parties some surprises. 
And in two years you'd probably not have one good candidate from 
which to choose, but two. You can help restore competition to one- 
party areas, north and south. And you can demonstrate to both 
political brand name managers that competition in politics is in the 
public interest. 


Then the salesman would make the difference. 


Fed. tax incl. 


A New President Meets the Employes ; R\ extra 49¢ ink roil free 


The new president of Servel, Inc., Duncan Cameron Menzies went ; \ \ Norma 4-Color Pencils 


oe . ££ * ; S (F.T.L.) to 
out to the company picnic on his first day on the job and got off some $ : 
ee eee : — J ee : $100*—in Chrome, 


remarks which undoubtedly startled his audience and probably gave f ; 

; ; : ; é ‘ Ae. 4 , Monel, Rolled 
them a feeling of confidence that the directors had picked the right a Gold Plate, 
man. e Sterling Silver, 

| 1/10 Kt. Gold 

“Profit,” said Menzies, “is a ‘must.’ There can be no security for ca {TES BLACK! \ \ Fitled and 
any employe in any business that doesn’t make money. There can be \ 14 Kt. Gold. 
no growth for that business. There can be no opportunity for the : , | *Plus Fed. Tax 
individual to achieve his personal ambitions unless his company makes WRITES BLUE! 
money. 

“ ” . : ‘ f . ¢ WRITES RED! 

Many people,” pointed out Menzies, ‘“‘confuse the making of 

profits with the abuse of profits. Profits are absolutely essential. So my Click 
basic philosophy is very simple- —that profit is a ‘must. ‘It is a ‘must I'S A PENI 
for the security of all employes. It is a ‘must’ fo help individuals in the Be sei 
business to achieve their personal ambitions. vinnees lean ta 


acs 4 me ; " : Dept. S, Norma Building ’ ere 
‘From my experience,” continued Menzies, “I am convinced ¢hat 137 W. 14th St., N.Y.C. 11 


making money is a state of mind, If those v-ho manage the business Gentlemen: Please send detail and 
make their decisions on the basis of probability of profit inevitably that quantity prices on Norma 4-in-1 
we ais will ante aie ws . Pen-Pencil and 4-Color Pencils. 

s Ss l é : 
NAME 


It was Samuel Gompers, the great labor leader, who said: eo 


ADDRESS 


“The greatest sin that management can inflict on its employes is 
, 
to run a business at a loss.” 2 ee en | Serie 
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COMPANY: Thomas Manufacturing Co. 


.P. - Production 


CONTACTS: Bd Thowas,Jr., V 
Walt Jeffers, Tool Engineer 


Bill Farrand, General Supt- 


REMARKS Were's anotnert sale vet Walt Jetters OF'S, vaough 


1 rad to eet approvers {roa BO and Bibi %o- 


Tnoanss wig. sete wes praces * Yor of oraers ain 


wus THiS yeut ~ ant iv 8 alwys <ne Bene xnree GIs 


es 
. . 


geci sion. 
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“HERE’S ANOTHER SALE...” 


Your salesmen know that each order requires the ap- 
proval of certain key executives, regardless of title, in 
the plants where they make sales calls. 

MILL & FACTORY uses 1,645 sales engineers, like your 
own salesmen, to hand-pick its readers. That’s because 
they personally know, through repeated plant calls, the 
men with real buying influence in their territories. 

Your advertising message goes directly to these same 
key executives in paid copies of MILL & FACTORY. 
It reaches the men, regardless of title, your salesmen must 


see to sell. eset 


— 
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HANDSOME HOME, happy family and a 
pleasant business life are among the better 
things enjoyed by John T. Logue. Graduate 
of Fisk’s Business Administration course, 
Mr. Logue was the first Negro appointed as 


a Recruiting Specialist in the U. S. Navy. 
Active churchgoer, ardent deep-sea fisher- 
man, Mr. Logue typifies the better-paid, 
college-trained Negro. 59.4% more Negroes 
are college-trained today than a decade ago. 


Do you recognize this family ? 


AME: The John T. Logues. 
N Occupation of head of fam- 
ily: salesman for wholesale 
liquor distributor. The family 
enjoys a handsome home in a 
pleasant neighborhood, a 1953 
automobile and most luxuries of 
middle-class living. Dad is a 
graduate of Fisk University, 
Class of ’°36; Mom too—’38. 


Typical of the Negro market? 
Not exactly. But the point is 
this: there are well-to-do, well- 
educated colored families in 
great—and growing—numbers. 
They’re part of a $15 billion plus 
colored market of sixteen mil- 
lion persons. 


Four hundred and seventy-five 


national advertisers currently 
reach this market with schedules 
in API newspapers. They capi- 
talize on the special nature of 
Negro newspapers, written for 
and about Negroes, written in 
terms of Negro interest. 


Do you recognize the Logues? 
No longer invisible, they—and 
other colored families — live 
mostly in cities (61%), get their 
news in their papers, and re- 
ward advertisers with long-lived 
brand loyalty. API newspapers 
cover 24 of America’s most im- 
portant Negro communities. 
May we help you recognize the 
Logues? Call on us for enlight- 
ening market data. 


ASSOCIATED PUBLISHERS, Inc. 


31 West 46th St., N. Y. 36, N. Y. j 
JUdson 2-1177 


166 W’. Washington St., Chicago 2, Ill. 
ANdover 3-6243 


Pacific Coast Representative: Whaley-Mikkelsen Company 
655 Russ Bldg., San Francisco, Calif., SUtter 1-6072 
6513 Hollywood Blvd., Los Angeles, Calif., HOllywood 3-7157 


More Advertisers Use Negro Newspapers Than Any Other Medium Designed for Negro Families 


HOMEWORK, with audience. Other distractions 
for twelve-year-old Joan include Girl Scout mem- 
bership and the “Jack and Jill’ club. Negro 
newspapers carry special pages and features 
devoted to youngsters, obtaining readership and 
interest at an early age. 


DAY IS DONE for Janis, tucked away by her 
adoring mother in her own room. Janis will 
grow into a consumer of advertised goods and 
services, conditioned by the Negro newspapers 
her family reads for news not reported else- 
where. API newspapers enjoy readership far 
beyond the norm. 


BASIC MEDIA 
REPRESENTED BY API 


BALTIMORE, Afro-American 
CHICAGO, Defender 

CINCINNATI, Leader 

CLEVELAND, Call and Post 
DALLAS, Express 

DETROIT, Michigan Chronicle 
HOUSTON, Informer 

KANSAS CITY, The Call 

LOS ANGELES, The California Eagle 
LOUISVILLE, Defender 

MEMPHIS, Tri-State Defender 
MINNEAPOLIS, Spokesman 
NEWARK, New Jersey Afro-American 
NEW ORLEANS, Louisiana Weekly 
NEW YORK, Age-Defender 
NORFOLK, Journal and Guide 


PHILADELPHIA { Afro-American 
The Tribune 


RICHMOND, Afro-American 
SAVANNAH, Tribune 

ST. LOUIS, The Argus 

SAN FRANCISCO, Sun-Reporter 
ST. PAUL, Recorder 

TAMPA, Florida Sentinel 
WASHINGTON, Afro-American 


NATIONAL {Afro-American 
Chicago Defender 
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TRENDS 


Maybe It's Time for a Change 


In politics the “outs” always say it’s time for a change, 
but perhaps the saying is just as appropriate in marketing. 


At the least, in these harder-to-sell days astute vendors 
will be constantly asking themselves such questions as, 
“Ts it time for a change?... What is it that customers 
want which we do not now supply? . . . What change 
in quality, size, color, packaging, etc., will increase our 
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sales: 


If the Coca-Cola Co. decides it’s time for a change, 
maybe it’s time for the rest of us, too. 


Ever since the oldest of us can remember, ‘“‘Coke’”’ 
has been packaged in that single-sized, highly distinctive 
bottle. 


It was good enough in the past. Why isn’t it good 
enough now ? 

We don’t know the complete answer to that one. Rival 
Pepsi-Cola might say, ‘‘We drove them to it!” The Coca- 
Cola people rest on the statement that “present market 
research indicates that in addition to the standard package 
there is a sound and substantial demand for Coke in 
other size packages.” 


At any rate, the company, through the plants owned 
by subsidiaries in the East, Middle West and on the 
Pacific Coast, will soon start a series of experimental 
operations dealing with both the so-called family size 
package and “intermediate sizes.” 


SCHENLEY does ask, 
“Is this what. our cus- 
tomers want?” It found 
that three out of every 
four gift users of the de- 
canter bottle in 1953 will 
repeat this year. The 
bottle, therefore, will be 
retained. 


Coca-Cola’s move highlights two “musts” in current 
marketing—continuing market research designed to elimi- 
nate, as far as possible, guesswork about what consumers 
want and will buy, plus willingness to bow to the public 
will. . . . With a wide and bewildering array of com- 
petitive products from which to choose, the buyer will 
be influenced more and more by attractive packaging. 
For 1955-56 have you improved your package in line 
with the improvement you may have made in the product 
itself ? 


"SALESMAN'S MARKET" CONTINUES 


Unless something unforeseen happens, we can_ look 
forward to economic recovery during the balance of this 
year and through 1955, At the recent annual meeting 
of the American Statistical Association, delegates seemed 
almost unanimous in predicting that the stability of the 
last few months will continue as a dominating feature 
next year—stability in consumer and wholesale prices, 
also in employment and unemployment. They believe the 
country must gear itself to a continuation of what seems 
to be normal peacetime unemployment, around 3.3 million. 


If there is freedom from boom and also freedom from 
bust, the sales executive will have a great opportunity to 
show his true worth. When there are runaway upward 
“scare” markets or a great shortage of goods he doesn’t 
get much credit; in a bad bust period he finds it difficult, 
or downright impossible, to make much progress swim- 
ming against the current. 


But there’s nothing so bad in the present or foreseeable 
near future that good selling can’t overcome. 
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Sales increases, even though they may not be spectacular 
in nature, are likely to have a marked effect on the profit 
picture—and improvements there should raise the level 
of sales executive earnings. 


We all seem to be geared to ever higher break-even 
points and the slight sales declines, which many companies 
have experienced in 1954, have resulted in big declines 
in profits which are obscured in many operating state- 
ments -because of the elimination of the excess profits tax. 
Gimbel Bros., Inc., for the six-month period ended July 
31, experienced a sales decline »f 4.7% but earnings fell 
off 54.1%. While this may be an extreme relationship, 
it does illustrate a point which is true in any business 
today—that any decline in sales is’ followed by an even 
greater decline in profits. 


From here on it’s going to be more important than 
ever to “beat last year” in sales, since more sales are 
needed just to hold profits even, to say nothing of showing 
an improvement. 
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WATCH WASHINGTON ON PRICING 


Businessmen who expected less “interference” from 
Washington on business affairs have been getting some 
rude shocks—with more to come. On Nov. 9 in Phila- 
delphia, the Yale & Towne Manufacturing Co. will make 
its defense against a charge of illegal price discrimination 
in the sale of industrial trucks; the Federal ‘Trade Com- 
mission has attacked the company’s practice of offering 
discounts ranging up to 50 to customers who make large 
dollar volume purchases of its equipment. According to 
ETC, Yale & Towne begins to offer discounts only when 
customers’ purchases top $5,000. A 5 discount is offered 


on purchases exceeding $50,000. 


Ofthand, this doesn’t seem to be a “dangerous” discount, 
but the Commission argues that it is a violation of the 
Robinson-Patman Act in that it results in higher prices 
to some customers than to others. In addition, the Com- 
mission charges that Yale & Towne’s pricing practices 
have “diverted substantial business” from the company’s 
competitors, with the “reasonable probability’ that com- 
petition has been lessened in the manufacture and _ sale 
of industrial trucks. 


If the FTC complaint is upheld, it may well revolu- 
tionize pricing practices, since there are very few vendors 
who have no quantity discounts. 


If you are interested in Fair Trade, be on the lookout 
for a report to be rendered soon by a panel of 60 lawyers, 
economists and financial experts, including Bernard 
Baruch, appointed by Attorney General Brownell to 
bring in policy recommendations on Fair Trade laws. It 
is expected that the committee will take a strong stand 
against Fair Trade when it reports in December. The 
friends of Fair Trade, anticipating the committee’s nega- 
tive stand, are starting to work on their congressmen to 
keep the present law on the books. Mr. Brownell’s Deputy 
Attorney General William P. Rogers recently told a 
Senate committee considering a Fair Trade bill for the 
District of Columbia, “So-called Fair Trade is in fact 
price-fixing and as such as inconsistent with the philosophy 
of the antitrust laws . . . The basic American principle 
which has kept our economy dynamic and vigorous is 
that the regulator of our free enterprise system shall be 
competition, not the suppression of competition either 
by vyovernment regulat on o1 by private agreements.” 


Chiet target of the ypponents of Fair Trade is that 
clause of the MeGuire Act, under which a manufacturer 
need only sign a Fair Trade contract with one retailet 
in a given state to make his minimum retail price schedule 
binding on every other retailer in that state. 


Fred Lazarus, Jr., president, Federated Department 
Stores, Inc., told delegates of the National Industrial 
Conterence Board that Fair ‘Urade laws, by putting so 
much empasis on the price of an article, have had a lot 
to do with spawning the discount houses—that the dis- 
ount house is selling below so-called Fair Trade prices, 
gnoring the law in very much the manner of the pro- 
hibition rum-runners. 


“If the prospective customer is shown the established 
nrice charged by the retailer and told at a discount house 
we can sell this tool for so much less,’ the regular retailer 
cannot meet this reduction because he is abiding by the 
list price. . 
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We Will Not Be 


NOW or EVER! 


WHY BUY from the DISCOUNT 
FLY-BY-NIGHT? 


Ask These Questions: Do They Service? 
Do They Deliver Free? We do! 
Do They Accept Trade-ins? We do! 
Do They Finance At Reasonable Rates? We do! 
Do They Sell Obsolete Models? We don’t! 
The do’s and don'ts are the facts you shou}d deter- 
mine before you buy. 


Refrigerators | Washers Stoves 
Furniture Rugs Television 
We have your personal interest at heart . . 
WE ARE NORWALKER’S 


Established Over 25 Years 


Memier (pamper af Commerce 


Goodman’s Inc. 


“Everything jor the Home” 
Oppeente Cy Hall TE RAee) Re Norweth 


MORE AND MORE established merchants, such as 
this one in South Norwalk, Conn., are being forced 
by discount house competition to cut prices, but in 
so doing some drive home the added benefits they 
offer the consumer. The next instalment of “Adven- 
tures in Shopping — the Discount Houses” will ap- 
pear Nov. 1. 


“The Fair Trade laws provide a serious block. ‘The 
discount house today is making these laws inoperative. 
‘The laws ought to be promptly amended so as to permit 
any retailer, if he chooses, to meet a price at once at which 
another retailer sells a Fair-Traded product. It should 
be the function of the manufacturer to so distribute his 
goods as to protect established prices if he desires to do so. 
If he cannot, we as department stores ought to be given 
by the manufacturer an opportunity to sell at the same 
price as the discount house and to advertise that price 
so customers will knory we do not intend to be under- 
sold ... America’s department stores will, in the not-too- 
distant future, insist on the same freedom of action with 
regard to the suggested price as the discount houses uses. 
They will no longer be the show window for the manu- 
facturer, to display a suggested price for the discount 
houses to sell against. If such a plan is not acceptable to 
national manufacturers, then it seems to me that the 
department store must concentrate its buying with those 
manufacurers who do police their prices. In addition, it 
may need to develop its own brands, do its own adver- 
tising, and enter into those arrangements which will make 
it immune from the present sort of lawless hurly-burly 
that is threatening.” 


The day is fast approaching, as Mr. Lazarus indicates, 
when manufacturers can no longer “look the other way.” 


PHILIP SALISBURY 
Editor 
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1,310,000 


IOWA PEOPLE 


read... [HE 


DES MOINES SUNDAY 
REGISTER 


(more than 500,000 copies) 


and what a market for your products! 
They marry—80% 
They own their own homes—70% 


And 70% are busy raising families of three 
or more members! 


. . . as reported by the Advertising Research Foundation in its first statewide 


audience study of 14 Sunday newspapers circulating in Iowa. 


THE DES MOINES SUNDAY REGISTER. 


.. an "A" Schedule Newspaper in an "A-1" Market 
GARDNER COWLES, President 


Represented by: 


Scolaro, Meeker & Scott — New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley — Los Angeles and San Francisco 
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In These Photos: Highspots of a Presentation 


SALES PROMO 
- NiOe 
19453 EXPENOHI TURE: AND ms 


1954 PLANS AND ONOMm 


ADVERTISING 
10 Lag 


KELLY leads off with succinct 
statement of subject matter to 
be presented, time required. 


VU-GRAM VISUALS lend pace and clarity to the budget story. First slide is this 
pie chart revealing place of sales promotion budget in over-all promotion and 
advertising budget. Breakdown of promotion budget follows. 


Sell Like a Champion When 


You Take Your Budget to Management! 


Plan your presentation. Organize it. Give it visual appeal. 


Give it pace. Make it a show. And never forget for an 


instant that ''the brass" is interested in benefits of a specific 


kind. The "for instance" reported here won an O.K. for a 


promotion budget well in excess of two million dollars. 


BY WILLIAM R. KELLY 


Manager, Sales Promotion, Sinclair Refining Co. 


If you want an adequate budget 
for sales, there’s only one way to get 
it. You must sell it to top manage- 
ment. 

Why is it that the sales depart- 
ment, that has achieved such profi- 
ciency in persuading people to buy its 
wares, is so frequently outsold by 
other departments when it appears be- 
fore top level management to discuss 
its needs? 

There are at least three answers: 

1. We have not fully recognized 
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the importance of selling the budget 
to the people who untie the purse 
strings. We assume that the problems 
of marketing are as clearly understood 
at the top as they are with us. 

2. We tend to forget that we are 
talking to management about the 
most intangible part of its business. 
The nature of the budget-selling job 
by the sales department is intrinsically 
more difficult than that of produc- 
tion, research, manufacturing or 
transportation, especially when we 


talk about advertising and promotion. 

3. We use weak selling techniques. 
We neglect the simple rules of good 
persuasion. Either we don’t know or 
we ignore the highly developed skills 
of communication. The things which 
dominate our selling effort all the 
way down the line to the con- 
sumer somehow become inconsequen- 
tial when we sell up the line. 

The budget problem is a perennial 
problem, so we might as well aban- 
don any impatience about doing a 
thorough job in its presentation. 
Since it comes up annually on a re- 
curring basis, and since it is the 
foundation of any successful market- 
ing program, we will do well to es- 
tablish a sound framework we can 
build upon year after year, with im- 
provements and modifications to suit 
our needs. If we think the problem 
through to the point where we are 
convinced that our request is both 
sound and logical, and if we employ 
principles of good persuasion and 
work by direction rather than in- 
stinct, our chances for success are 
measurably greater. 

In essence, the problems of selling 
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That Sold a Plus-$2,000,000 Promotion Budget 


Signs 

Displays 
Pennants 
Pass-outs 
Brochures 
Novelties 
Racks 
Demonstrators 


QUICK SWITCH (lights up) is made to giant visual flip-flop on 
which samples of past year’s P-o-P pieces are shown. A second man 
plays a part in this phase of the presentation. 


USE OF PENCIL to “talk money” keeps Vu- 
Grams from being static. Simple listing of 
P.o-P materials shows specific media involved. 


SINCLAIR-IZE FOR 
SUMMER 


| whe 9 


| ats de 
DISTRIBUTION 
15,148 = Sinclair-ize Deolers 


12,133 Other Declers 
cloir-ize Dealers added during post ¥ 


ear. 
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ONCE AGAIN, the scene shifts to a showing of materials, and a 
third man becomes a participant in the “show.” Use of three men 
provides changé of voice, improves “listening quality.” 


BREAKDOWN of promotion budget is made in 
terms of specific programs and/or products. This 
slide deals with a program called “Sinclair-ize.” 


LUB OIL DRIVE i none DEPARTMENT BUDGETS 
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35,000 
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~2s= Aviation 
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KEEP IT SIMPLE: No one of the Vu- SAMPLE 1: A quick look at the farm SAMPLE 2: Slide groups specialize 


Grams carries more copy than a man sales program. Total budget is being products ... presentation leaders tick 
can absorb in less than 1 minute. built up, block by block. off dollar budget for each one. 


More photographs on following page. —H~——__» 
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CAPACITY DAY 
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DEALER PARTICIPATION 


Declers 
1953 6700 
1952 5398 


1302 Increase 


Percent of 
Sinclair-ize Dealers 


44% 
43% 


1302 more dealers participating in 1953 
thon in 1952 - an increase of 
19% of all deolers 


HOW DID WE DO? Most slides include specific facts 
and figures on what the company got for its money. 
Report on “Capacity Day” makes cheerful listening. 


How to Sell a Budget 


(Article begins on page 36) 


difterent 


from those encountered by the sales- 


the budget are not very 


man trying to sell a pneumatic pump, 
a life insurance policy or a new line 
of frozen halibut steaks. Possibly the 
major differences are in complexity of 
product and difficulties attendant to 
group selling which grow in direct 
ratio to the size of the corporation. 

Like any salesman facing his indi- 

dual prospect, the man who seeks 
to sell a budget to top management 
must do three things: 

1. He must find out how much or 
how little his prospect understands 
about his proposal. When he is faced 
with the necessity for selling a group 
—and selling a budget is almost 
always a group-selling job—he faces 
a new complication in the sense that 
comprehension of the topic may vary 
within the group from near zero to 
LOOC?. 

2. He must try to get inside his 
prospect's mind analyze how he 
thinks and what he wants. Only then 
can he develop his story in terms 
that zppeal to the prospective buyer. 
Only then can he make full use of 
his most effective selling weapon— 
benefit to the buye ri 

3. He must employ means of com- 
munication adequate for the job to 
be done. With us, 


dealing 


because we are 
intangibles, be- 
“group selling,’ and 
because so much is at stake, our own 


largely in 
cause we are 
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selfish interests should impel us to 
draw upon the most modern and 
effective techniques of communication 
available. 


Does top management understand? 
A commonplace error in our complex 
economic life is the assumption that 
other people know what we are talk- 
ing about. How sophisticated is top 
management about selling, the needs 
of selling and the problems of selling ? 
That depends upon its make-up. 
Obviously, no two companies are alike 
in top management understanding of 
the sales end of their businesses. 

With the possible exception of our 
nation’s top executive jobs, no earthly 
endeavor is more demanding than the 
leadership of a modern. complex cor- 
poration. Men grow to top manage- 
ment stature in many fields—law, 
finance, manufacturing, purchasing, 
sales. When a policy maker’s back- 
ground does not include sales experi- 
ence, his understanding of the prob- 
lems of selling can only approximate 
that of the sales manager. Brave state- 
ments about budget needs may be 
acceptec at face value, but where the 
context is missing they have little 
meaning ... and meaning is essential 
to selling anything on a long-term 
basis. 

The budget presentation should be 

made in the manner of one selling a 
cold prospect. The assumption that 


ACCENT ON PAY-OFF: Generalities aren’t accept- 
abie to hard-headed management. 
’53 drive returns with results of previous year. 


Kelly compares 


top management knows all about the 
problems encountered, and the ingre- 
dients that combine to produce an 
effective marketing program, is tak- 
ing too much for granted. Generally 
it doesn’t .. . and in a large organiza- 
tion it would be a miracle if it did. 
The entire framework of corporate 
function depends upon wise delega- 
tion of authority. The higher we go 
up the ladder, the more things there 
are to think about, the more responsi- 
bilities to delegate. Depth of under- 
standing in any one direction, such as 
sales, comes through studious design 
or by fortuitous exposure along the 
road. The problems of the part are 
seldom fully understood by the man- 
agement of the whole. 


How does top management think? 
What does it want? Does it think 
along the same lines as sales manage- 
ment ? 


Discussions with a few top manage- 
ment people reveal that the following 
predominate in their thinking: 

Shareholders’ equity and dividends. 

Over-all profitable operation—re- 
turn on invested capital. 

Financial and credit position of the 
corpcration and its financing needs. 
Employe and public relations. 

Raw material procurement, costs. 

Efficiency and cost of manufactur- 
ing, marketing and transportation. 

A look at the annual report of 
almost any corporation will give us 
an assortment of other preoccupa- 
tions such as taxes, legal issues, eco- 
nomic trends. 
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Preparation 


Printing 


Art 


Distribution 


ARE WE THROWING MONEY AROUND? —or are we mak- 
ing our dollars work harder? One slide, one part of presenta- 
tion, are devoted to utilization of opportunities for saving. 


In the oil business, for instance, 
top management is relatively much 
more deeply concerned with functions 
other than selling the manufactured 
product. A quick look at where Sin- 
clair’s corporate money has been 
spent over the past five years (see 
chart, page 134) will give us a clue 
to the general direction and appor- 
tionment of thought, time and effort 
by its management. The men who 
O.K. the money for marketing must 
also approve the other 85% of cor 
porate expenditures. 

If that is a fairly valid insight, 
then we can bring to bear the first 
requisite in all communication: an 
awareness of the background and 
thinking habits of the minds to be 
reached. 


What does top management want? 
‘To answer that we need only go back 
to a first rule of selling. Ultimately 
it wants benefit. Every buyer who 
buys anything wants to benefit. In the 
case of the sales department budget it 
is corporate benefit. Corporate benefit 
is a personal benefit, too, to top execu- 
tives, but valued not so much in terms 
of monetary gain these days as in 
pride of achievement. The answer to 
the question “How do I stand to 
gain?” is the key to action by the 
president as well as by the ambitious 
dealer or distributor. 

To top management the budget is 
a system for spending available 
moneys to bring maximum profit re- 
turn to the corporation. The meas- 
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ured share for each competing depart 
ment is based entirely upon that over- 
all concept —a concept designed to 
give permanence, stability and growth 
to the corporate whole, and to pay 
satistactory dividends to stockholders. 

To the sales department the imme- 
diate reasoning is a bit different. “‘Vhe 
budget is a means to manufacture 
sales. It is capital investment in dis- 
tribution facilities; it is money for 
manpower, advertising and promo- 
tion, It is a solid foundation upon 
which to plan economically and pro- 
ductively for the full year ahead. It 
can be translated into dollar sales and 
dollar savings. An incentive campaign, 
a direct mail program, a new retail 
outlet or a new advertising approach 
sparks interest to the cold, reasoning 
mind, mainly in terms of return on 
invested capital. 

The sales budget has corporate sig- 
nificance when it is understood in 
terms of corporate want. The sale is 
not the end product of production, 
research and manufacturing. It is the 
beginning. Only when a package of 
breakfast food moves from the shelf 
to the consumer does it start a chain 
reaction which moves the corporate 
machinery all the way back to the 
fertilized soil of the farm. No budget 
worthy of presentation should evei 
go begging. A budget is a means to 
balanced spending and balanced prog- 
ress within the corporate organiza- 


* . 
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KIT AND KABOODLE: Climax comes when parts 
are drawn together in itemized over-all budget, '53 
figures contrasted with budget requested for 1954. 


tion. If the approach is apologetic, 
then there is something wrong with 
the budget itself, or with the concept 
of the budget in the mind of the man 
asking for money. The budget is the 
biggest sale you have to make all year. 
Launch it like a battleship! 


Human value: But the sales budget 
is more than figures, on paper. It is 
crammed full of human values. Its 
presentation, in fact, can be a skillful 
essay in human relations. When talk- 
ing to groups at any level, one must 
always be prepared to encounter the 
ever-present, subjective influence ot 
likes and dislikes, prejudices and mis- 
understandings, hopes and __ fears. 
While a budget speaks mainly in 
terms of things to be bought and 
prices to be paid, it must also speak 
in terms of people and their emotions. 
Pride in the evidence of its accom- 
plishments, a feeling of security in the 
sound spending of its moneys, are 
powerful top-level emotions. Few 
executives can survive a day without 
being needled by their competitors, 
friends and even families about the 
quality of their company’s advertising 
and promotion. A brilliant piece of 
point-of-purchase promotion, a good 
product sales talk by an eaterprising 
dealér, a retail outlet of character and 
distinction or a spread in The Satur- 
day Evening Post, can make the heart 
beat faster than 500 miles of pipe. 


Why Management Does Not React to "Empty'’ Words: 
"Highest Quality,” "'Terrific."' See Page 134. 


THEY’RE IN THE NEWS 


Keep It Clean: 
He Made a Career of It 


Charles T. Lipscomb, Jr., has that scrubbed look. He 
should have: He’s the new president of The J. B. Wil- 
liams Co., headquarters in New York. And he’s left 
Lever Brothers Co., where he was president of the Pepso- 
dent Division, to take this big new job. At the University 
of North Carolina he was a varsity backfield star, hero 
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of the little theatre productions, stalwart of the Glee 
Club. Furthermore, his classmates—who knew a good 


thing when they saw him—elected him “most likely to 
succeed.”’ But instead of a stage career Charley chose the 
business world. He took a secretarial course, went to 


work for Vick Chemical Co., served as secretary to most 


ee 


of the wheels of the company. He learned by observation. 
Then he went to Coca-Cola as assistant to the president. 
Between “Coke” and soap he was a v-p of McKesson & 
Robbins, Inc. He’s also a past president of the Sales Execu- 
tives Club of New York. His yen for the stage—still with 
him—he assuages by working out with the Comedy Club 


of New York. 


People Who Live in Steel Houses 
Sometimes Try Chip Shots .. . 


It’s going to be the job of Dave Rucks, 
to get more people living in steel houses— 
and, unlike him, they don’t have to be in- 
door golfers, either. The athletic Mr. Rucks 
is the new v-p of sales for United States 
Steel Homes, Inc., New Albany, Ind., a 
subsidiary of United States Steel Corp. 
And if any salesman knows what people 
want in houses, he probably does. Immedi- 
ately after he got out of Alabama Poly- 
technic Institute he grabbed a job as a retail 
appliance salesman. Then he went into 
wholesale appliance sales in Birmingham. 
In 1940 he joined Youngstown Kitchens. 
He was regional sales manager for the 
South-Central states, with time out for 
almost four years of military service. In '48 
he became assistance sales manager of the 
Kitchen Division and two years later he 
moved up to sales manager. Two years ago 
he took over the post of general manager 
of merchandising. Now he'll market the 
entire house. 
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To Keep ‘Em Flying 
Means Twice the Sales Job 


A young specialist in mass transportation has 


reached the top sales post of Eastern Air Lines, Inc., 
New York. He’s William L. Morrisette, Jr., who 
began with the company in 1940 as a transportation 
agent, and who’s been named v-p in charge of traffic 
and sales .. . Today, with the airlines carrying about 
70% of all first class passengers and with each new- 
tvpe plane going faster and able to haul more pas- 
sengers, the man who attempts to keep sales climbing 
on a parallel with technological improvements must 
be a specialist: Bill is. In the air transportation field 
he’s distinguished for (1) his knowing concept of 
the mass transportation market, (2) his knowledge 
of southern air transportation as applied to industry 
and (3) his understanding of incentive travel. Bill 
Morrisette was graduated from the University of 
Virginia, has spent all but a couple of years with 
Eastern since he joined the company. In 1947 he 
got a mad whim to go into the florist business in 
Memphis. Three years later he came back, tossed 
his hat in the door and was promptly appointed 
New England traffic and sales manager. For three 
years previous to his new appointment as v-p he 
was traffic and sales manager in Miami—where he 
got an education in incentive travel. A v-p at East- 
ern had this to say about him: “Bill’s in tune with 
the jet age. He lacks the old-timers’ inhibitions about 
the airplane.”” Which is a good thing. Eastern now 
is the world’s largest operator of coach flight and 


t’s Bill’s job to add to the record. 
BY HARRY WOODWAID 
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“HOW WILL IT LOOK?” is a welcome question for Lumi- 
nous Ceilings salesmen. To answer the question, salesmen 
show prospects actual installations, photographs, or three- 


dimensional slides of completed jobs. At right, a typical 
before and after comparison. . 
to help close a sale. 


- a convincing case history 
i 


Sales Put New Light in Ceilings 


Scientists had figured out the way to turn ceilings into 
sheets of light. But the salesmen who have sold 4,800 
installations in four years have learned to sell a "pack- 


age, to custom-design, sell outright or lease each job. 


An interview by Alice B. Ecke with DAVID B. BLUFORD 


Vice-President for Sales, Luminous Ceilings, Inc. 


Can the sky be brought inside? 

It’s being done every day by Lumi- 
nous Ceilings, Inc., Chicago. In the 
tour years this company has been in 
existence it has installed 4,800 “sky- 
light” ceilings (Acusti-luminus  ceil- 
ings) in industrial plants, offices, 
schools, retail stores, banks, libraries, 
public buildings and all kinds of criti- 
cal works areas. 

From a very modest sales volume 
built up during the company’s first 
vear_ sales jumped over 300% the 
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second year and have doubled each 
year since. 

“Yes, we are bringing the sky in- 
side, so to speak,” says David R. 
Bluford, vice-president for sales, “but 
it’s been no easy task setting up a 
sales organization to approach: the 
building fraternity which has never 
been known to accept new and un- 
usual methods of lighting in a hurry. 

“No. | problem was to find a way 
to satisfy the objectives of everyone in 
the picture: 


° “Sell the prospective customer On 
the improved lighting and economies 
Acusti-luminus ceilings provide. 

¢ “Convince the architect that they 
are attractive in design. 

¢ ‘\Nlake it possible for the electri- 
cal contractor to profit from the ease 
of installation. 

¢ “Convince the building owner 
with its economies.” 


What is the Acusti-luminus ceiling? 
Its unique lighting arrangement was 
first suggested in the Theory of Inter- 
Hectances developed by 
Parry Moon and D. E. Spencer of 
Massachusetts Institute of ‘lech- 
nology. ‘heir research provided the 
means of making luminus ceilings a 
commercial reality. It is reported to 
be the only known light source from 
which a high intensity of light can be 
maintained with the concomitant vir- 
tual elimination of glare and shadow. 

It consists of rows of fluorescent 
fixtures mounted on an existent ceil- 


Protessors 
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/ Ml 
A BEFORE 


A AFTER 


ing—or suspended from it—below 
which is hung a series of horizontal 
“T’ tracks which support the thin, 
corrugated Lumi-Plastic diffuser. 
U-shaped, perforated steel jackets, 
packed with Fiberglas are 
clipped to the underside of the sup- 
porting track for additional acoustical 
corrections. The Lumi-Plastic — is 
tough, can be washed and has remark- 
able light diffusing qualities. Because 
it softens at 145 degrees F., it can be 
installed with Fire Underwriters’ 
Laboratories labeling beneath auto- 
matic sprinkler systems. 


dense 
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"The selling problem for such a 
revolutionary product,” says Bluford, 
“is complex. The product is closely 
related to three trades lighting, 
acoustical and air-conditioning — but 
is manufactured by only one of these 
trades: lighting. The product there- 
yore is in competition with conven- 
tional lighting systems and must be 
sold on an executive level since the 
installation requires a substantial 
capital investment. 

“It is a ‘missionary product.’ That 
is the term our salesmen use to de- 
scribe their sales approach, because 


they have to do a great deal of mis- 
sionary work before they can close a 
sale. It is revolutionary in good light- 
ing and revolutionary in the approach 
to acoustical treatment and to shield- 
ing from view air-conditioning ducts, 


pipes and electrical wiring. 

“Our salesmen have the difhcult 
job of creating the allure of the prod- 
uct, which leads the prospective cus- 
tomer, architect and electrical con- 
tractor to ask questions which in turn 
provide the answers which are a re- 
buttal to conventional lighting com- 
petition. 

“Almost all sales depend on the 
salesman’s ability to get the pros- 
pective customer out of his office and 
under an Acusti-luminus ceiling or to 
persuade him to take the time to view 
color slides of different kinds of in- 
stallations through a Sterling Stereo- 
Viewer. We have found that few 
executives who have the money to 
invest in an installation will turn it 
down once they have viewed the 
ceiling in operation.” 

In addition to selling the esthetic 
value, Bluford points out, the Lumi- 
nous Ceilings salesman has to know, 
or be able to quickly observe, the spe- 
cial problems of the prospective cus- 
tomer. For example, esthetic values 
may not mean nearly so much to him 
as does the fact that he can save 30 
cents a square foot by not having to 
drop sprinkler heads. Fire Under- 
writers’ Laboratories have approved 
the installation of Acusti-luminus 
ceilings below sprinklers since the 
ceiling collapses and falls out at 145 
degrees F., whereas sprinklers are not 
released until heat reaches 165  de- 


grees F, 


Recruitment of the right caliber 
salesmen to sell this revolutionary 
product was a difficult problem for 
Luminous Ceilings management. 

The first requirement for appli- 
cants is that they have the ability to 
integrate three unrelated fields— 
lighting, acoustical and air-condition- 
ing—and at the same time be able to 
present the advantages of the Acusti- 
luminus ceiling in everyday language 
to managements in varied fields of 
industry and business, maintaining its 
appeal and efficiency qualifications. 

“We found it almost impossible,” 
says Bluford, “to recruit men from 
the lighting field because, with but 
tew exceptions, they are indoctrinated 
in small-dollar-volume-unit and cata- 
log selling. We have no published 
price and do not use a parts catalog. 
Each installation is custom-designed 
to fit the particular requirements of 
a given area, with modifications for 
air-conditioning, acoustical equip- 
ment, sprinkler systems and structural 
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design of the building. 

‘The fundamental factor in selling 
Acusti-luminus ceilings is to convince 
three prospective buyers: the ultimate 
consumer, the architect, the electrical 
contractor. In actual practice, it is 
the electrical distributor through 
whom the order is placed and the 
electrical contractor who installs the 
ceiling in its entirety. 

“We studied the problem of re- 
cruitment from all angles and came 
to the conclusion that hand-picked 
salesmen would best measure up to 
our requirements. 

“In interviewing applicants, we 
first look for enthusiasm. Any man 
we add to our sales staff must be 
enthusiastic about what the Acusti- 
luminus ceiling can do for the cus- 
tomer. We do not care whether he 
is a college graduate or not since 
we have field engineers to supervise 
all installations. We want salesmen 
who... 

“1. Are enthusiastic about our prod- 
uct and are quick to. learn about its 
varied applications. 

“2. Have the ability to talk on 
common ground with the prospective 
customer, the architect, the electrical 
engineer and electrical distributor. 

“3. Are dependable and_ highly 
thought of in their respective com- 
munities. 

“If they have these qualifications, 
we can do the rest—through field 
training and experience guide them in 
our way of selling.” 

At present Luminous Ceilings has 
50 salesmen in major centers through- 
out the country. Others are being 
recruited every month. 

Recruitment is in charge of Sales 
Manager Bluford who _ travels 
throughout the country and_ places 
advertisements in metropolitan Sun- 
day newspapers. After a new salesman 
is selected, Bluford stays with him to 
orient him by going with him to call 
on prospective customers. Not until 
the new salesman is virtually autono- 
mous through his personal experience 
with the product is he allowed to 
plan and supervise installations. 

When Bluford is assured that the 
new man is good timber for the sell- 
ing job, he turns him over to an older, 
more experienced salesman in a spe- 
cific territory, who in turn continues 
to train the new man in application 
selling. Bluford then moves on to re- 
cruit another new salesman. 

Distribution of Acusti-luminus ceil- 
ings is through the normal electrical 
channels—electrical distributors such 
as Graybar Electrical Co., Inc., and 
electrical contractors. Distribution is 
selective, with limitations in certain 
geographical areas. 

At the present time there are 115 
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distributors who sell Acusti-luminus 
ceilings as a “package” in the United 
States and Canada. ‘Package’ sell- 
ing, Bluford explains, means that all 
equipment necessary for a particular 
installation is included in the job 
estimate: Acusti-louvers for acoustical 
corrections; Lumi-Plastic diffuser 
sheets; lighting fixtures; hangers; 
hanging tracks, etc. No equipment 
used for installing Acusti-luminus 
ceilings is sold separately. By selling 
the “package” through distributors, 
Luminous Ceiling salesmen know ex- 
actly where each installation is and 
can check it to see that the ceiling is 
properly applied and serviced. 
Distributor salesmen are trained by 
Luminous Ceilings salesmen who 
work closely with them in following 
through on all job estimates. The 
home office in Chicago, too, is in 
daily contact with distributors 
through district offices in New York, 
Boston, Philadelphia, Washington, 
D. C., Cleveland, Detroit, Los An- 


geles and San Francisco. 


Sales Tools 


Sales tools are very important to 
Luminous Ceilings and = distributor 
salesmen. They include: 

e Reprints of advertisements. 

e Photographs of _ installations, 
captioned with the name of the com- 
pany and description of the lighting 
problem which had to be solved. 

e Reprints of articles which have 
been published in such magazines as 
Management Methods, Industrial 
Ledger, Contractors’ Electrical 
Equipment, Office Management, 
Plastic World, Electrical World, 
Electrical Construction & Mainten- 
ance. 


¢ Sterling Stereo-Viewers and 
color slides of different kinds of in- 
stallations. 


¢ Booklets which provide design 
data on air-conditioning ramifications 
of Acusti-luminus ceilings; on acous- 
tical characteristics and sound absorp- 
tion tests. For example, one booklet 
is devoted to Acusti-luminus ceiling 
specifications which serve as a_ pro- 
tection to the architect and are based 
on the established leadership of Lumi- 
nous Ceilings, Inc., in the field. 

Six recent performance reports 
cover case histories of installations in: 
banks, business offices and factories, 
airline ticket offices, drafting rooms, 
retail stores, schools. 

“Luminous Ceilings salesmen can 
carry no samples,” Bluford points 
out. “The Sterling Stereo-Viewers 
are doing a fine job of selling pros- 


pective customers. They are the next 
best thing to taking them under an 
actual Acusti-luminus ceiling. 

"Case histories of installations and 
the wealth of photographs of them 
are excellent sales tools. They make 
up a convincing sales presentation 
when they include installations for 
such representative companies as 
American Airlines, Inc., Filene’s of 
Boston, and Union Carbide and Car- 
bon Corp.” 

Service, too, is a sales tool. To help 
salesmen break down any resistance 
because of cost, the company has re- 
cently established a separate company 
to service all installations—Luminous 
Ceilings Service Co. 

An automatic machine has_ been 
developed to launder the Lumi-Plas- 
tic diffuser. For firms that do not 
want to add the expense of the pur- 
chase of a Lumi-Plastic washing ma- 
chine to the installation cost, Lumi- 
nous Ceilings maintenance men will 
service the installation at regular in- 
tervals. The charge is nominal. 

Demonstrations of the washing ma- 
chine in action, Luminous Ceilings 
salesmen report, increase good will 
and provide a very good sales tool 
to close a sale for both an Acusti- 
luminus ceiling and a washing ma- 
chine. The salesmen take the auto- 
matic washing machine out in. a 
12-foot house trailer and demonstrate 
how easy it is to keep the ceiling 
clean. Demonstration calls are made 
on customers who already have in- 
stallations, and special demonstra- 
tions are arranged so that prospective 
customers, architects, electrical con- 
tractors and distributors may see for 
themselves how practicable the Acusti- 
luminus ceiling is. 

Leasing the Acusti-luminus ceiling 
to buiiding owners is another unusual 
sales tool. Under the leasing terms 
the Lumi-Plastic literally pays for 
itself. Instead of purchasing it at 
$1.50 a square foot, it is leased for 
about 50 cents a square foot on a 
scale that provides for 10 cents a 
square foot on a five-year lease and 5 
cents a square foot on a 10-year lease. 
At the end of that time, the company 
relinquishes the Lumi-Plastic to the 
building owner. 

The leasing arrangement permits a 
substantial .saving over the cost of 
more conventional plastic ceilings and 
ordinary lighting fixtures. The capi- 
tal investment, therefore, is less and 
tax savings are greater because leasing 
of the Lumi-Plastic is written off as 
an operating expense rather than as 
a capital investment. 

During the leasing period the com- 
pany takes the responsibility for main- 
tenance of the ceiling—washing and 
changing lamps when necessary. 
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( Advertisement) 


Would the Golden Rule 


help sell consumer durables 


as well as it does 


industrial equipment? 


The experienced industrial marketer 
knows that generalities don’t sell con- 
veyor systems—or safety goggles—in 
sales talk or in advertisements. He 
knows that industrial equipment is sold 
by giving buyers information on what 
it does for users and how it does it. 

Maybe the industrial marketer 
would be the last one to say it, but this 
approach to marketing is a practical 
application of the Golden Rule —‘‘to 
give unto my prospects the kind of in- 
formation about my product that I’d 
want if | were the prospect.” 


Would the same approach work 
for consumer durable goods? 


It’s the national advertising we're 
thinking of. Retailers make their ads 
informative all right. But scan the na- 
tional magazines and see if you don’t 
agree that a lot of advertising that 
appeals to the emotions with mass- 
advertising techniques might do better 
if it adapted the informative advertis- 
ing approach of industrial marketing. 

After all, many consumer durables 
are to the home owner what plant 
equipment is to the plant owner. 

Suppose a manufacturer of power 
lawn mowers—or electric irons or dish 
washing machines or food mixers — 
were to use the industrial marketing 
approach. He might start by setting 
up a three-way program of prov‘ding 
useful information when and where it 
is wanted. 


NuMBER ONE would mean informa- 
tive descriptions in advertisements di- 
rected to the home owner who is 
interested right now. He is a prospect 
for, let’s say, a power lawn mower. 
He wants to know: How wide does it 


OCTOBER 15, 1954 


cut ? How tast does it zo? How does it 
work on a rough lawn? Is it easy to 
adjust ? What does it cost? Who serv- 
ices it when something goes wrong? 


Specific information is ‘ 
required at the point of sale 


NUMBER ‘Two — useful information 
for the prospect who has become 
sufficiently interested to stop in at the 
store and take a look. This could take 
the form of an informative label or 
booklet attached to the product itself. 
Too many retail clerks are sadly lack- 
ing in information about the wares 
they sell. For the little cost involved it 
would seem just plain common sense 
to reveal a few facts about the motor, 
the drive, the clutch, the adjustment 
features, the means of lubrication. The 
manufacturer has put plenty of thought 
and research and hard cash inte pro- 
ducing a design that he thinks is mighty 
good. Wouldn’t this be a logical time 
to point out why his machine is easier 
to turn around when you get to the 
driveway, or less cumbersome to ma- 
neuver around the maple tree, cr faster 
to stop when Junior gets in the way? 
Or whatever ? * 

Some will say that this is the job for 
the retailer—as indeed it is. But what 
sales manager can feel confident that 
retail clerks know these answers, or 
even give a hang? After reading a few 
of the Sales Management articles, 
“Adventures in Shopping,” would it 
not seem prudent to supply pretty com- 
plete information in both the advertis- 
ing and at the critical point-of-sale? 


The short but important step 
from user to booster 


NuMBER THREE in this program of 


providing useful information concerns 
the proud new owner of your product 
—say your power lawn mower. A 
booklet or manual, presented or mailed 
to the new owner of that lawn mower 
would be read with considerable care. 
If it helped him use the product more 
wisely, or make it last longer, or make 
simple repairs when necessary, your 
interest would be appreciated; your 
effort well repaid. Chances are he'd 
talk about it; brag all over the neigh- 
borhood that he had the best doggoned 
power mower on the street. And mark 
this well, his volunteer comments to 
the man next door can be worth any 
number of generalities in four-color 


process. 


Some purchases are on impulse; 
others are carefully considered 


There’s a major difference between 
consumcr goods that are bought ‘‘on 
impulse” and those that are carefully 
considered for their long-term value 
and usefulness. 

And isn’t there a pretty strong 
parallel between the “considered” 
purchases of home owners (consumer 
durables for the home) and the ‘‘con- 
sidered” purchases of equipment for 
the industrial plant? 

If you agree that this parallel does 
exist, you may be interested in what 
might be called the Standard Order of 
Procedure for industrial marketers. 
These eight points have been listed in 
a previous message in this series —a 
kind of check list of methods that just 
might help you increase profits by build- 
ing sales at lower cost. If you haven’t 
seen this check list, we'll be glad to 
send a reprint. 


The SCHUYLER HOPPER Company 


12 east 41st street, 
Ne'w York 17, N. Y. 
LExington 2-3135 


marketing 
advertising 


‘“Ditch-Digging’ Advertising 
that sells 


by helping people buy” 


(all the advertisements pictured here are from 1954 campaigns in ‘‘U.S.News & World Report’) 


~ 
f 
eD icleas that 


KEVNOLE she sew car 


PRESENTING THE 1954 LINCOLN-THE NEWEST TREND IN MODERN LIVING 


December tid thong: b “a * “ — 
Chrysler ( ‘orporation | ~ 


Sate 


solid value 


. reat: ¥ - ——. 
Power-on-demand... 


oop sntemant a te ow 34 Kaiser G 


M4 hord he Worth More’ car declares a dividend 
REED conor esceve ‘ 
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Now more than 700,000 net paid circulation 


A MARKET NOT DUPLICATED BY ANY OTHER MAGAZINE IN 


SALES MANAGEMENT 


THE FIELD us News 


GENERAL 
MOTORS 


leads the way 


When selling gets down to brass tacks 


-one magazine scores the biggest gains 


This year passenger car advertising was asked to work hardest—and 
did. Markets were looked at closely. And 1954’s biggest page gains in 
passenger car advertising went to ““U.S.News & World Report.’ Only 
six other magazines now carry more pages of passenger car advertising. 
(Publishers Information Bureau, Ist 7 months, 1954) 


Reason? Ability to provide both coverage and impact in best customer 
markets—the people who spark America, the people with the big 


responsibilities with incomes to match, the people who spark the big 
buying for both business and family use. 


t 
5 world Repo 
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Same gains—same growth 
in another “brass tacks” field— 
advertising directed-to business 


U.S.News & World Report’ ts also scoring 
the biggest page gains, among all magazines 
in business and industrial advertising, More 
pages of business and industrial advertising appear 
in “U.S.News & World Report’ than in any other 
news magazine. And among all magazines, only 
Business Week now carries more.* 
Again, it's a matter of concentration and impact 
among the best customers 

Three out of four (74.6%) of ‘“U.S.News & World Ret 
subscribers hold managerial positions in business 
and industry. It’s a concentration so rich that 
“U.S.News & World Report’’ provides coverage of 
this important market at lowen cost than any of 
the four weekly magazines in this field 
In\poll after poll, the\important leaders in, \ 
business, industry, government, and the professions 
give the most votes to ‘‘U.S.News & World Report 
as the magazine most useful to them in their wosk 
and the magazine in which they vlace 
the most confidenc 


*-Publishers Information Bureau records for 
business categories, 1953, and lst 6 months 


TWO 
TIMELY 
QUESTIONS 
TO ANSWER 
WHILE 
PLANNING A 
BUDGET 


* 
. 


* 
> 
. 


. 


, 


. 


How much 

construction equipment 
and materials 

could you sell 

if there were no 

Civil Engineers? 


. 


2 


a 
* 


Why don’t you join 

the 175 manufacturers 
of construction 
equipment and 
materials in 

CIVIL ENGINEERING 
who are selling 

38,000 Civil Engineers 
—key men in planning, 
supervisory and 
purchase control 
capacities? 


. 
¢ 


Engineers are educated 
to specify and buy. 


CIVIL Ue 
ENGINEERING 


The Magazine of Engineered Construction 


THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 West 39th Street, New York 18, N. Y. 
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Frequently the building owner in- 
cludes the lease cost in rents charged 
to tenants. The lease relieves the 
owner of purchasing the ceiling it 
he believes that he may sell the build- 
ing in the future, or does not want to 
add to his original expenditures. 

Calling cards do a good sales job. 
Luminous Ceilings salesmen make use 
of them to convince prospects that 
maintenance of Acusti-luminus ceil- 
ings is easy. The cards are made ot 
the same Lumi-Plastic which is used 
in all installations. The only differ- 
ence is that they are not corrugated. 
When a prospective customer 
(which he does with but few excep- 
tions), “Your name and address rubs 
off your card—what’s wrong?” the 
salesman replies, “That's how easily 
dirt off an Acusti-luminus 
ceiling. 

Advertising has from the very start 
played a top role in gaining accept- 
ance of Acusti-luminus ceilings and 
opening doors for distributor and 
company salesmen. 

Sales Manager Bluford, in addi- 
tion to his sales management duties, 
is in full charge of advertising and 
sales promotion. He believes that the 
sales manager of almost every com- 
pany should have a deciding voice in 
determining the appropriation for 
advertising and in selecting magazines 
to be scheduled. “But,” says he, “‘ad- 
vertising alone can do only so much 
in providing leads for salesmen. It is 
still up to the salesmen to do the real 
selling job, regardless of how good 
advertising is.” 

The company’s advertisements are 
prepared and placed by A. Martin 
Rothbardt, Inc., Chicago. The adver- 
tising budget is determined by ana- 
lyzing the gross sales for the past 
year and then setting up the antici- 
pated goal for the next year. “It is 
definitely slated for anticipated sales,”’ 
says Bluford. 

Each advertisement includes a cou- 
pon to fill in when requesting an illus- 
trated booklet giving detailed infor- 
mation about the product. ‘These 
coupons are doing a fine job in supply- 
ing leads for our salesmen,” Bluford 
points out. 

In determining which magazines 
should be scheduled, Bluford con- 
siders the,three categories with which 
he deals in selling: the architect, the 
electrical contractor, consumer. 

Business Week, Banking, Office 
Management, The Wall Street Jour- 
nal, Integrated Office were chosen to 
reach the prospective customer. 
Architectural Forum and Architee- 
tural Record were selected to reach 
architects. And these four magazines 
were scheduled to reach electrical con- 
tractors: Qualified Contractor, Light- 


says 


comes 


the 


ing, Illuminating Engineer and Flec- 
trical Construction & Maintenance. 

The angles which had to be studied 
in planning advertisements were: 

1. Luminous Ceilings had to solve 
the problem of introducing a new, 
revolutionary product. ‘To do this, it 
was necessary to describe the product, 
tell how it works and point out what 
it can do to increase lighting efficiency 
and cut down maintenance 
“Unlike many products about which 
the sales manager has to scratch his 
head to figure out a product appeal,” 
says Bluford, “our product is loaded 
with beneficial features — so many 
that the big problem in advertising is 
one of simplifying the sales story. 

2. After the main product features 
were established the specialized ap- 
peals had to be determined—appeals 
which would be most potent in in- 
fluencing each of Luminous Ceilings’ 
three main prospective audiences: top 
management, architects and electrical 
contractors, 


costs. 


“With four years of rapid progress,” 
says Bluford, “in ‘bringing the sky 
inside’ back of us, we do not hesitate 
to predict that our product will ‘snow- 
ball’ on the American and foreign 
markets. We are accordingly increas- 
ing our sales staff to capitalize on the 
popularity of the product. 


Customers Report Benefits 


“Industrials that employ large 
staffs of engineers and draftsmen find 
that the glareless, evenly diffused 
light the Acusti-luminus ceiling pro- 
duces is excellent for detail work, 
relieving eye strain and fatigue. 

“Airlines are very enthusiastic 
about the psychological effects of the 
Acusti-luminus ceilings. They are us- 
ing them more and more because they 
lend a feeling of confidence which 
often prompts decision to fly rather 
than use any other means of transpor- 
tation. Stores are finding that about 
seven-eighths of customers’ impres- 
sions are reached through the eye and 
that proper lighting is the most con- 
trollable factor in displaying merchan- 
dise. Our Acusti-luminus ceilings are 
providing them with this controllable 
factor. In addition to the many fine 
reports we are receiving, we won the 
first prize for office lighting in the 
1953 National Lighting Competition 
for Electrical Engineers. 

“Somewhere along the line in ow 
rapid growth our president, L. J. 
Segil, coined this three-line jingle to 
describe our product in our advertis- 
ing and sales promotion: ‘No noise 

no glare . . . even light every- 
where.’ ” The End. 
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How to Heat Up 
a Cold Fact 


FACTS are the raw material of our business. 

We go to unusual lengths to get them. Facts about 
a client’s products, his markets, his competitors, his 
problems. We start building each client’s “‘fact file’ 
before we write the first piece of copy or make up the 
first media schedule for him. We never quit adding to 
that inventory of facts, or bringing it up to date, even 
when the client has been with us ten, twenty or 
thirty vears. 

Those are client facts. We also spend a lot of our 
own money on cra/l tacts. 

Craft facts are information peculiar to our craft— 
facts about readership habits, trends of public inter- 


est, media performance and the like. 
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All very valuable, but unfortunately, in themselves 
very cold. 

Facts, however significant and well-documented, 
have no life of their own. They must be heated up for 
human consumption, given warmth and vitality in 
tune with the self-interests of the people to whom 
they are directed. 

That is the creative part of our job, and it can’t be 
reduced to a formula. It is a function—often myste- 
rious, always exciting—peculiar to the creative mind. 
It involves the transformation of cold facts and sound 
thinking into messages that somehow (ive, that get 
inside of people, that get people to do things—whether 
they do those things for themselves or their business. 

We have quite a few people who can do that, and 
because we are known as a creative agency, more and 
more good creative people quite naturally gravitate 
to us. 

They do that part of our job on which, when sales 
are totaled, our clients judge us. 

Their ability to make cold facts warm and palatable 

and convincing—is the most valuable service we 


have to sell. 


arvteller 
Gebhardt 
eed. Inc. 


ADV B® F413 1 NG 


CHICAGO « PITTSBURGH + NEW YORK 
AFFILIATES 
PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES. INC. 
MARKETING COUNSEL ¢ MARSTELLER RESEARCH, INC 


CUSTOMERS: Factories, offices and department stores gladly turn their employe coffee prob- 
lem over to this new commercial business. 


“If Workers Want a Coffee Break, 


Let's Make a Business of It” 


. . . and Vacuum Can did so. They organized a new 


division called ‘Industrial Hot Coffee Service." Its trucks 


are now delivering 2,000 gallons a day to Chicago offices 


and plants. The idea is getting a foothold in six other cities. 


An interview with ROBERT W. BLAIR 


General Manager, Industrial Hot Coffee Service 


There’s a company in Chicago that 
loves and nurtures the ever-growing 
“coftee break” habit in America. 

It's the Industrial Hot Coffee 
Service, an independent division of 
Vacuum Can Co. which grew out ot 
a need for such a service back in 
1945. The story of the company is in 
itself a selling story. Volume shows 
a healthy growth from a modest start 
nine years ago to an expected $400), 
000 by the end of 1954. At six cents 
a cup—that’s a lot of coffee. Some 
thing over seven million cups a year. 
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General Foods Corp. likes the idea, 
too. Industrial Hot Coffee Service 
buys more than a ton of special 
blended coffee from the firm every 
month, an amount which probably 
makes IHCS the largest single user 
of coffee in the city. “This winter the 
coffee service expects to deliver pip 
ing hot “joe” in four trucks to more 
than 250 stops, where coffee-thirsty 
employes will consume 2,000 gallons 
every day. 

The whole thing started when 


Robert W. Blair, then sales manage 


ot Vacuum Can Co., kept getting in- 
quiries from offices and industrial 
plants around Chicago: “How can we 
serve hot coffee to our employes right 
on the job?” Obviously, the inquir- 
ers wanted to use the big vacuum 
cans; Blair followed up the leads. 

“Where will you. get such a quan 
tity of coffee ?”” he would ask. 

“Restaurants, probably.” 

‘But it would take all day for a 
restaurant to brew 100 gallons ot 
coffee for your people. They wouldn’s 
have enough for their regular trade.” 

Blair then took up the problem 
with several caterers. Typical an 
swer: “Not interested. You can’t 
make any money on coffee alone.” 

“We'll have to do it ourselves,” he 
told top brass at Vacuum = Can. 
“Here’s an opportunity for us.” 

Blair was given the green light to 
set up Industrial Hot Coffee Service 
as a strictly independent division with 
himself as manager, and no interfe1 
ence from the parent company. 

After weeks of searching for a suit- 
able location, he found a one-story 
building, formerly occupied by a small 
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How to tell 


a customer 
where to go... 


Your advertising arouses interest in your “For the name of your nearest dealer, call 
product. People want to buy it. But does your Western Union by number and ask for Opera- 
advertising also tell them where to go? tor 25.” Your customer sees it or hears it.-- 
It will, if you use Western Union’s “ Opera- often, with television, he does both. 

tor 25’’—now available in more than 20,000 When he calls, “‘ Operator 95” gives the cus- 
communities, coast to coast. This service tells tomer as many aS 4 dealer names and addresses 
a prospect exactly where he can buy Y in his own neighborhood, town or nearby city. 
product or service - -- whether you sell na- You can arrange more frequent mention 0 
tionally or regionally, through one or several key dealers - - - can even, within limits, indi- 
types of outlets. vidualize your message to your prospect. 


BEST WAY TO BRIDGE A BIG GAP — 


= 

All too often, national advertising leaves 4 CALL “OPERATOR 25” 
big gap between the prospective buyer and the y a FOR DETAILS 

point of sale. You can't expect him to track he most practical way to prove 
down your product, store to store, refusing onree ficiently this service 
competitive brands till he finds yours. You : our phone . - - 
and I know he won't do it—but when you use ask 
‘Operator 25,” he doesn’t need to. You bridge , 
that gap for him. 


ion on this prac 


, i jon. She'll send 
HERE'S HOW = WORKS ; me you our new ‘Operator 95” folder im- 
In your advertising— publication, television, mediately. 


radio or other media— you include the phrase 


ee... ne 


OCTOBER 15, 


bilities.” 


Team versus Group: There's a Difference 


“A team is a number of people working together, but you know 
which one is playing left field and which one is pitching. A group in 
the rather ‘do-gooder’ sense, however, too often tends to be a team 
with nine volunteer shortstops al! actively covering that spot on the 
diamond, with great voids around the rest of the place... . 
need to create an organization pattern that defines both work and 
teamwork; both functional responsibilities and relationship responsi- 


So you 


Harold F. Smiddy, Vice-President 
General Electric Company 


foundry, out on Chicago’s near north- 
west side. 

“Tt took us three months to clean it 
up,” he reminisces, ‘“‘and, once it was 
clean, we didn’t have any equipment 
or anybody to run it. As for me, I 
didn’t know how to brew coffee any 
more than I did to mix concrete.” 

With the help of a salesman and a 
part-time truck driver, Blair neverthe- 
less started out to brew 35 gallons a 
day. “Customers must have thought 
it was horrible stuff—lye,” he says, 
“and it was obvious I didn’t know 
what I was doing.” 

Gradually Blair learned 
brewing methods and proper blends 
with taste appeal to most coffee drink- 
ers in the Chicago area. His coffee 
now stands up in quality for eight to 
10 hours, staying fresh and hot. 

During the first year and a half, 
Blair proceeded cautiously. When his 
small plant got up to a volume of 
300 gallons daily, he felt it was time 
to advertise. “‘Most of my business 
experience was in selling and adver- 
tising, and I had great faith in it.” 

Whereas at first he went out after 
new accounts, Blair now places three 
weekly advertisements in the financial 
section of the Chicago Tribune, and 
the fourth week uses the women’s 
pages to tell readers he has hot coffee 
ready for their big parties and picnics. 
He has advertised constantly for the 
past five years, with such success that 
he claims, “Competition does not 
worry us, for now people come to us. 
Two or three smaller outfits consider 
us competition.” 

During its first three years in busi- 
ness Industrial Hot Coffee Service 
dropped 25% to 30% in volume dur- 
ing the summer months. Today an 
average of only two customers cancel 
the service during hot weather, and 
in the most torrid spells, custome: 
loss seldom hits 10%. 


good 
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The unsteady coffee market bothers 
Blair’s company not a whit. The 
more confusion among consumers the 
more inquiries reach his office by tele- 
phone and letter. “There are about 
20 six-ounce cups in a gallon. Our 
price, including cream and sugar, is 
$1.10 a gallon, or a little over a nickel 
a cup,” he explains. “This compares 
with 85 cents a gallon when we 
started, at a time coffee was selling 
for 47 cents a pound.” 

When blended coffee prices zoomed 
early in the year, Blair figured that 
the increases cost him only a third of 
a cent a gallon. How so? 

“We've learned to apply scientific 
principles to brewing coffee. First, 
the water is triple-filtered through 
charcoal to remove chlorine and for- 
eign tastes before it enters the urn. 
This means a lower absorption of cof- 
fee in the brewing process. Special 
flannel urn bags and other technical 
devices permit us to get more than 
three gallons from each pound of 
coffee. Experiments by coffee roast- 
ing firms resulted in our special blend 
which keeps its favor 12 hours after 
brewing.” 

IHCS uses only about 7% Santos 
(or Brazilian) coffee, compared to 
40%-50% in most commercial 
blends. Standard Brands, Inc. makes 
IHCS a special blend with a highe: 
percentage of Medillin (Colombian), 
Guatamalan and Mexican coffees. 
These keep their flavor longer, which 
is important, because most IHCS cof- 
tee stands in heat-holding containers 
four to six hours before being served. 
“If we used regular restaurant cof- 
fee,” Blair notes, “it wouldn’t be 
nearly as good.” Twenty-six pounds 
of this special coffee are put into an 
urn at one time. 

The three-, five- and 10-gallon Aer 
Void (vacuum) containers are 
cleaned twice before __ re-filling, 


scrubbed with an oxygen cleaner and 
scalded. ‘“‘This is important because 
stale coffee stains in any pot change 
the flavor of fresh coffee.’’ 

Employes at Industrial Hot Coffee 
Service begin their day before the 
birds. At 4:30 a.m. the company’s 
four trucks load up for the first of 
three trips covering 120 square miles 
of Chicago. “We rent the trucks,” 
says Blair, “because in our business 
everything depends on timing. If one 
breaks down we can quickly rent an- 
other.” 

Blair’s steady customers pay by the 
month. Special orders for private 
parties, wedding receptions, picnics, 
etc., are delivered C.O.D. There is 
no rigid rule governing this, however, 
for if no one is around to pay for the 
delivery, it goes on open account. 
“Nevertheless, our credit losses are 
so small they’re practically negli- 
gible,” Blair comments. 

Regular customers include manu- 
facturing plants of all kinds, most of 
Chicago’s large insurance companies, 
retail mail order stores and big de- 
partment stores. Most serve their em- 
ployes at their jobs or at convenient 
coffee bars to eliminate time-consum- 
ing junkets during the “coffee break.” 
One large insurance office figured it 
all out: With 180 employes, ICHS 
saves the company $20,000 in lost 
time alone. And the company se//s 
the coffee to its employes. 


But Employes Griped 


Eight years ago, a portable tool 
manufacturer’s personnel manager 
complained to Blair that the employe 
cafeteria was operating at a 25% loss 
each month. Expert chefs were em- 
ployed, food was priced reasonably, 
but still employes griped. 

Looking for a fast solution, Blair 
went out on a limb. “Post a notice 
on your bulletin boards,” he sug- 
gested, “that after such-and-such a 
date cafeteria service will be discon- 
tinued—but there will be free coffee 
for all employes in the morning and 
at noon—to drink with lunches 
brought from home.” 

Two days later the personnel man- 
ager was on the telephone. “Manage- 
ment went for your plan hook, line 
and sinker!” he told Blair. “When 
can you start?” 

For the last eight years a bell has 
rung at mid-morning throughout that 
plant; employes drop everything and 
line up at the coffee “pot.” The big 
containers are placed strategically 
throughout the building by the IHCS 
driver, picked up unobtrusively later 
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Arar Guat 


Smith’s paper work was mounting— . Then he found that one call can do it all; 
(he was shipping umpteen different ways) sending RAILWAY EXPRESS really pays! 


The big 
difference is — 


Whether you're sending or receiving... Q 


whether your shipment is big or small... E » 4 a4 RE S S : , 


whether it's by rail or air... for the 


best answer to your shipping problem, 
call Railway Express first. A complete 
shipping service in the American tradition 


of private enterprise. 


As a contribution in the public interest, 
RAILWAY EXPRESS will take your orders for CARE. 


eee safe, swift, sure 
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Moving ? Call... 


Your ALLIED 


Packing is an art that your Allied Agent 
has developed through years of experi- 
ence. He has specially designed contain- 
ers and padding materials to assure the 
safest handling of all household goods. 
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move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, Ill. 


on. Cost to the plant for the coffee 
service is $1,500 a month, compared 
to the former $2,500 for the cafeteria. 
At the outset of the coffee service 
Blair sold paper cups imprinted with 
the IHCS name, wooden spoons and 
sticks and paper plates for sweet rolls 
or doughnuts. These “extras” are 
sold just enough above cost to war- 
rant handling. 
Industrial 
mushrooming. 


Hot Coffee Service is 
Blair recently started 
six new plants, four of them in cities 
normally hot the year round: Okla- 
homa City, Tulsa, Los Angeles, St. 
Louis, Dallas, and Newark. Operated 
individually, these plants depend on 
IHCS and Vacuum Can Co. to keep 
them going. ‘This branching out in- 
creases the sale of our containers,” 
Blair explains. 

Blair furnishes them all with news- 
paper copy, direct mail material, ac- 
counting systems and equipment. ‘To 
get into business adequately in a town 
of 100,000 or more population, an 
investment of $10,000 is almost a 
must,” he says. 


15% to 20°% Net 


He believes that “everybody has 
visions of getting into his own busi- 
ness, and anyone with modest capital 
can make an investment in an opera- 
tion like ours. After he gets to the 
point where he’s selling 500 gallons 
a day and up, he should realize 15 
to 20 net.” 

Coffee is not a fad, and he’s cer- 
tain there’s “not a chance of some- 
thing replacing it. This is the only 
business I can think of that will not 
overtax a man along in years. I 
jumped into it at age 54 and built it 
up into a business never before heard 
of.” 

Blair points out that the THCS 
“individually-owned subsidiaries” op- 
erated on a paying basis within 45 to 
60 days—with the help of complete 
information on the Chicago experi- 
ence. “The nice part is,’ he adds, 
“vou can get along on only a week's 
supply inventory. You know every 
day just how much business you can 
do. Here, we don’t throw away two 
gallons of coffee a day.” 

Since Blair has been setting others 
up in business, Standard Brands is 
‘cooperating more than ever.” 

Business recession? Blair reflects: 
“There was a lot of talk last March 
about a ‘recession’ or a ‘leveling off.’ 
Maybe our customers were affected, 
but we weren't. Looking at our 
books, we found it was the biggest 
month we ever had. Bigger head- 
aches need more coffee!” The End. 
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SERVEL REFRIGERATORS 
Servel Refrigerators—“The only re- 


frigerator that makes ice cubes ¥ 
without using trays and puts them Serdef 
In a basket automatically.” . . . 

Wonderbar Refrigerettes 


“WHERE TO EUY THEM” 
DISTRIBUTOR 
Dahi-Conger Inc 1123Wazee--AComa 2-4545 
DEALERS 
APPLIANCE & HEATING CO 
2945SDecatur SUnst 1-1720 
HAST LUMBER CO 
E60Av&ColoBivd ATias 8-1515 


NORTH DENVER FURNITURE CO 
3936Tennysn GLndle 5-4777 


ome on in... 
the selling’s fine! 


When you put your trade-mark or brand name in the ‘yellow 
pages’ of telephone directories, you’re directing sales leads to your 
authorized points-of-sale listed below it. 


Advertising sells people on the product but more times than 
not they just don’t know where to buy it. That’s how sales are lost. 


Trade Mark Service in the ‘yellow pages’ takes care of that 
easily ... economically. It gives prospective buyers the names, 
addresses and, of course, the telephone numbers (should they 
want to call for information) of your local outlets. 


A Trade Mark Service representative can tell you how you can 
get national coverage in 40 million directories — or spot coverage 
to fit your needs. When people are ready to buy, why not make 
it easy for them? 


For further information see Standard Rate and Data (Consumer Edition) or call your local telephone business office. 
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Ninety-five percent of customer 


needs are met by 38 items. Re- 


design of switch at right, for 


example, enables two kinds of 


users to buy same model. 


Too Many Items in Your Line? 
We Cut Ours from 207 to 38 


BY A. A. TOGESEN 


Vice-President in Charge of Marketing, 
BullDog Electric Products Co., Sub. of I-T-E Circuit Breaker Co. 


Product line simplification — the 
careful weeding out of low-volume 
products—has paid off in five div 
dends for us: 

1. It has stimulated a more robust 
manufacturer-distributer-customer re- 
lationship. 

2. It has established BullDog as 
a desirable supplier because we con- 
vinced our distributors and suppliers 
that we were interested in their prob- 
lems and would take corrective steps 
when this was a mutually 
action. 

3. It has streamlined our selling 
efforts so that we are more proficient 
in our sales and service activities. 


proper 


56 


4. It has favorably affected ow 
manufacturing and sales costs. 

5. It has helped stabilize our posi- 
tion in today’s fluid economic market. 

We make a wide range of electrical 
products—switches,: circuit breakers 
and other electrical distribution prod- 
ucts. In the case of our line of 
switches, under our simplification pro- 
gram we reduced 207 catalog items 
to 38. 

Shortly after World War II, 
American business faced the inevit- 
able but very basic requirement: We 
had to sell again. Progressive man- 
agement, therefore, immediately en- 
gaged in an all-out effort to educate 


and develop sales personnel to higher 
levels ot selling effectiveness. Sales 
training and product knowledge pro- 
grams were initiated and conducted 
on a scale never before equaled. We 
at BullDog Electric Products felt 
that just educating, stimulating and 
improving the sales methods and 
techniques of our field men wasn’t 
quite enough. 

We therefore began a review of 
our pattern of distribution. We found 
that our electrical distributors were 
saddled and penalized with intoler- 
able situations initiated frequently by 
the manufacturers themselves. 

Due to the rapid growth of the 
electrical products industry, it was 
accepted practice to make a product 
when there was a demand for it, re- 
gardless of the authenticity of the de- 
mand. This was understandable, yet, 
upon analysis, the most glaring and 
costly fault was the improper evalua- 
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BY SERVING FARMERS BEST, FARM QUAD MAGAZINES SERVE YOU BEST WITH 


FOR YOUR 
ADVERTISING DOLLAR 


m the billion dollar > : & 2 ‘a ’ RIGHT EQUIPMENT FOR 
a ‘ " HARVESTING DRY FIELD BEANS 
Farm Market of Lys IN THE PACIFIC NORTHWEST 
WHERE THE HOME-STATE 


WASHINGTON, OREGON, IDAHO AND UTAH "22 cule asonins sat meer 


Whatever you sell—if farmers can use it, you'll get more for your advertising- 
sales dollar through the publications farmers know best-STATE FARM MAGA- 


ZINES. FARM LIVING STANDARDS HIGH 
This is especially true in the billion dollar Pacific Northwest farm market. For 

over sixty seaet, THE WASHINGTON FARMER, THE OREGON FARMER, IN THE PA CIFIC NORTHWEST 

THE IDAHO FARMER and THE UTAH FARMER have enjoyed warm, 


2 ‘ : : . , . COMPARED WITH NATIONAL AVERAGES 
reciprocal friendships with farm residents throughout their respective states. 


And what friends! Pacific Northwest farmers comprise a consumer market 41° more farms have telephones 
ee i ; eae «d 37.9% aaa > per fi P _ 3 ae 
which, for the past 10 years, has earne d 37.9% more income per farm than the 17% more farms have electricity 
U. S. farm average. This amounts to over one-third of a billion dollars more in beet : 
aggregate income per year! 23° more farms have automobiles 


A sound policy of LOCAL agricultural news and information for LOCAL 23% more farms have electric washers 
farmers lies behind the Pacific Northwest farmer’s strong preference for his home- 133°% more farms have electric water heaters 
state farm magazine. And it’s the same sound policy that can yield maximum ms : 
sales for your advertising dollar. By serving farmers best with a helpful, LOCAL- 61% more farms have milking machines 
sag editorial wy ag Quad ay seer — you _ a only cone 13 more farms have grain combines 
they are unequaled in farm coverage throughout the Pacific Northwest, but - of 

cause they are thoroughly—and confidently— 29% more farms have tractors 


read. And thus build demand for your product 51°% more farms have motor trucks 
at the LOCAL LEVEL-the only level where 


farm sales are made! Source: 1950 Census of Agriculture 


Selling Petroleum Products, Automotive or Farm Equip- 
ment, Automotive Accessories, or Electric Appliances? 
Write Advertising Manager for sales-building booklet 
today. 


ADVERTISING REPRESENTATIVES 
Western Associated Farm Papers, Chicago, New York, San Fron 
GENERAL OFFICES: Spokane, Washington 
STATE OFFICES: Seattle, Partland, Boise, Salt Loke 7 


THE BILLION DOLLAR 
FARM QUAD MARKET 


NET PAID CIRCULATION OVER 190,000 EACH ISSUE 
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Some have 
so much more 


R.P 


than others! 


MIDWEST UNIT 
FARM PAPERS 


have 38% more 


* Reader 


Preference 


than all 4 national 
farm magazines 
combined! 


IN A NEW STUDY of the Midwest 
Farm Market, supervised 
by the Minneapolis office of 
Batten, Bar- 
ton, Durstine 
& Osborn 
Inc., farmers 
themselves 
tell you the 
media they 
prefer. Get 
vour copy of “The Readers’ 
*irst Choice” to help you sell 
the richest farm market in the 
world—where Midwest Unit 
Farm Papers deliver your mes- 
sage to practically all farm 
families. 


Sales Offices at: 250 Park Ave., 
New York 17...59 E. Madison 
St., Chicago 3... Russ Bldg., 
San Francisco 4... 643 South 
Flower St., Los Angeles 17. 


MIDWEST 
fam fae 
UNIT 


Nebraska Farmer « Wisconsin Agriculturist and 
Farmer « Wallaces’ Farmer and lowa Homestead 
Prairie Farmer « The Farmer 


tion of this “product demand.”” Nev- 
ertheless, the manufacturer produced 
this so-called ‘demand product” and 
expected the distributor to stock, pro- 
mote and sell it for him. We felt this 
situation called for correction. 

As our initial remedial action we 
decided that our main sales objective 
was to sell existent products for 
which a proved and substantial mar- 
ket existed—items we knew could be 
sold. New products or moditied prod- 
ucts would be considered only to suit 
unusual but justifiable and substanti- 
ated customer or territorial require- 
ments. It was this decision that ulti- 
mately led to our program of simpli- 
fication. But some other policy mat- 
ters had to be ironed out first. 

In our planning, we decided that 
we were not selling fo the distrib- 
utor; rather we were selling through 
our distributor to the ultimate con- 
sumer. By establishing our selling 
pattern on this basis, we felt our op- 
eration to be more secure for several 
reasons: 

1. Our products would be pro- 
moted and sold more effectively to 
the ultimate consumer. 

2. Thus strengthened, our distrib- 
utors would be more inclined to sup 
port our field men and_ stimulate 
their own selling activities. 

3. We would do our own selling 
and not rely entirely on the distrib- 
utor to do it for us. 

+. Any effort the distributor in- 
itiated in support of our program 
would naturally aid the program and 
prove beneficial to the ultimate cus- 
tomer, the distributor and ourselves. 

Having taken these realistic steps, 
we studied the physical aspects of our 


A. A. Togesen 

The author, vice-president in charge 
of marketing BullDog Electric Prod- 
ucts Co., with which he has been asso- 
ciated for 17 years, is also a member 
of the board of directors. He has been 
in sales for 34 years. 


Togesen is an active member of the 
Detroit Sales Executives Club. He 
has contributed to sessions on man- 
agement, market research, and train- 
ing. His goal: “To have the salesmen 
of the future surpass the salesmen of 
the present and past.” 


distribution pattern. We wanted to 
understand our distributors’ problems 
and determine what we could do 
about them. 

We asked ourselves two key ques- 
tions. 

What about exclusive contracts for 
distributors? It was customary in our 
industry many years ago, and we fol- 
lowed suit, to have an exclusive ar 
rangement with distributors. We 
franchised our distributors to sell oun 
products within specified territories. 
Under those circumstances, the dis 
tributor was expected to maintain a 
substantial inventory of ou, devices. 
Now, we can see little justification 
in our business for exclusive distrib- 
utorships. It is now our policy to dis 
courage any such arrangement. We 
believe a distributor should be in a 
position to sell not only our products, 
but competitive products for which 
his customers may show preference. 
The distributor, like all of us, is in 
business to sell as much merchandise 
as he can to all his customers and 
enjoy his profits. Exclusive distributor 
obligations, therefore, are detrimental 
to a free enterprise operation and de- 
cidedly not in keeping with our new 
concept of distribution. 

Second question: Do we need 
more salesmen? Was the number of 
our distributors too great for out 
field men effectively to develop and 
service? Extensive field research indi- 
cated this to be the case. So, we ener- 
getically introduced a selective dis- 
tributor policy to replace the out- 
moded non-controlled basis on which 
we had operated. This was no easy, 
overnight task; each step had to be 
carefully weighed and minutely ex- 
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Three of a kind... for Christmas giving! 


DeLuxe 
Model 
Paper-Mate 


~ - 
—— a 


NAME 


(=| 
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> 


BIG VOLUME 
DISCOUNTS 


Write today for quantity prices: 
Advertising Specialties Division 


PAPER-MATE Eastern, Inc. 
752 Broadway 

New York, N. Y. 
PAPER-MATE Company 


x" Hays Street () 


Culver City, Calif. 


@PAPER-MATE of Canada 
265 Adelaide Street West 
Toronto, Canada 
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“Dersol alized” 


Paper-Mare Pens 


with the new 


Silvered ‘Tips! 


What a wonderful way to send Christmas 
greetings. What a wonderful reminder of you! 


Every Paper-Mate Pen can have your company 
imprint, emblem, product picture, special 
message or greeting in any style you 

designate. And of course, every 

Paper-Mate Pen is leak-proof, smear-proof, 
blot-proof ...and every Paper-Mate 

has the famous Silvered Tip, for the 

world’s smoothest writing. 


The De Luxe Model Paper-Mate is America's 
most popular pen. Available in seven different 
color styles, it retails at $1.69. 


The Capri is Paper-Mate’s newest creation, 
a truly luxurious pen with a shimmering 
new jewelry finish. Retails at $2.95. 


The Paper-Mate Desk Set is the ideal gift 


for any executive. Streamlined base has 
two extra refills. Retails at $4.95. 
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Plate 
Extra 


before t was 


taken. We 
the number of ou 


distributors by weeding out those who 


amined 
elected to reduce 


were not fulfilling their responsibili- 
ties to promote and sell our products, 
as well as those who maintained only 
a token stock in order to capitalize on 
the sales and promotional activities 
ot our more enterprising and cooper- 
ative distributors. This pruning op- 
eration reduced our distributors from 


sales organization could 
serve these distributors more effec- 
tively. Final result was a stronger, 
healthier, more profitable manufac- 
turer-to-customer organization. 

Having corrected our distributor 
relationships, we were ready to deal 
with the major problem confronting 
us both: simplification of product 
lines to strengthen our program of 
sales and service. 


ously, oul 


numbers. To merchandise this switch 
line properly our distributors had to 
maintain stocks of practically every 
catalog number in the line. ‘This in 
itself was a formidable investment 
burden. 

Once the initial investment was 
made, the distributor had the addi- 
tional problems of providing ample 
and costly warehouse space and per- 
sonnel; maintaining desirable turn- 


500 to 260 


pattern made 


giving us a distribution 
up of dependable dis 
tributors who were more loyal, more 


BullDog has never produced as over of all items; controlling the 
complete a switch line as other elec- issuance of purchase orders by estab- 
trical manufacturers. Even so, we had lishing accurate perpetual inventory 
Obvi 207 switches by catalog types and records; adequately forecasting sales 
potential and maintaining realistic in- 
ventories of all items to satisfy cus- 
tomer requirements and to fulfill ob- 
ligations to the manufacturer. 

The ridiculousness of the situation 
became even more apparent when it 
was recognized that duplication of 
safety switches was commonplace 
throughout the industry. This dupli- 
cation was not only unwarranted but 
decidedly unrealistic for successful 
distributor operation. Too, most dis- 
tributors carry more than one manu- 
facturer’s products. In many in- 
stances, they carry three and even 
four competitive lines. The problem 
was consequently multiplied three or 
four times. That was the weak area 
uncovered by our research. 


aggressive, more successful. 


The 600 
That Influence 79,000 


Who are they? 


They’re industrial distributor salesmen. They’re the 
men who supply industrial America with the tools of 
maintenance and production. 


Source 95°% of Sales 


These 600 men are outside salesmen for 100 average 
industrial distributors. Each of them contacts, sells and 
services an average of 133 active accounts. Together 
they make regular and personal sales calls on 79,800 
active accounts. They are the 600 that influence 79,000. 


We reviewed every switch we had 
sold over a three-year period. This 
meant every type and size of switch. 
To our amazement, we learned that 
38 catalog items were responsible for 
better than 95% of all our switch 
sale Ss. 

To reduce materially the number 
of safety switches, we conceived the 
idea of using one switch for a multi- 
For these men have earned the confidence of their cus- plicity of jobs. This in itself meant 
tomers. Their personal endorsement sells buyers. a substantial reduction in catalog 
items. After extensive research and a 
study of our market experience, we 
decided to take this major step: Re- 
duce our 207 catalog switch items to 
38. 

We realized, of course, that such 
action could be taken only as a calcu- 
lated risk. Yet we were of the opin- 
ion that our distributors would wel- 
come and support this simplification 
program if it would reduce their in- 
vestment in inventory, in warehouse 
space, in maintenance of properly 
controlled inventory records, in issu- 
ance of purchase orders and in adver- 
tising and sales promotional costs. 
Line simplification would mean that 
our distributors could give better 
service to their customers at greater 


If you can sell — and keep sold — these 600, they’ll regu- 
larly promote the sale of your products to prospective 
buyers among these 79,800 active accounts. Every dis- 
tributor salesman you sell means increased sales for 
you. 


But you must win their allegiance. You must cooperate 
with them by keeping them consistently informed about 
and interested in your company and your products. 
Consistent advertising in INDUSTRIAL DISTRIBUTION 
will do this job. Industrial distributor salesmen depend 
on INDUSTRIAL DISTRIBUTION for sales ideas, tech- 
viques and information. It offers the ideal climate for 
selling your distributor salesmen—for influencing these 
men of influence. 


Industrial Distribution ABC + ABP 


A McGraw-Hill Publication, 330 W. 42nd St., New York 36, N.¥. 
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EXCLUSIVELY 
YOURS =: 
17000 


(out of 226,200) 


homes in Seattle’s new enlarged 
ABC City Zone 


— ee ee eee ee ee ee a eee se se 


Facts presented here are from a recently 


completed, independent, authoritative re) 

study of newspaper circulations in Seattle's ‘ 
new enlarged ABC City Zone... by the O of Seattle’s 
nationally recognized newspaper research top income families 
organization, Dan E. Clark Il & Associates. —$7,000 a year 
(Ask us, or see your O’Mara & Ormsbee and more. 


man for full published report.) % 


Represented by O'Mara & Ormsbee, Inc. 
New York * Detroit * Chicago * Los Angeles * San Francisco 


ts The Seattle Gimes 


SEATTLE’S ACCEPTED NEWSPAPER 


OCTOBER 15, 
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To keep pace 

with the fastest- 

growing profession . . . 
to better serve 

the most influential 

group of independent 
advisors to business. . . 
THE JOURNAL OF 
ACCOUNTANCY will appear 
in a new format 
beginning January 19595. 
The new “standard” size 
JOURNAL will have three 
columns and a 7” x 10” 
advertising page. 

Your 1955 advertisements 
directed to public 
accountants and corporate 
executives will be 

easier to prepare. . . 
and will appear in a 

more attractive surround- 
ing in the “new” 
JOURNAL OF ACCOUNTANCY 


270 Madison Ave., New York 16 


Circulation 67,415 A.B.C. 


profit to themselves. We would bene- 
fit by lower production and opera- 
tional costs which could be passed on 
to distributor and customer alike. 

The plan for the simplification of 
our line of safety switches was thor- 
oughly reviewed with the people who 
promoted and sold them. The plan 
received their unqualified endorse- 
ment: We put it into effect in 1952. 

Our Type “A” switch line was a 
deluxe product; our Type “C’”’ line 
reliable industrial switch. 
Primary difference between the two: 
the Type “A” switch had an inter- 
lock on the door which prevented its 
being opened with the switch in the 
“on” position. ‘This additional safety 
feature the price of the 
switch. 

In simplifying this line, we had to 
consider the requirements of the ulti- 
mate consumer and satisfy him more 
than the distributor. If the customer 
was satisfied, the distributor would 
be satisfied, too. We decided to sell 
the Type “A” switch at the Type 
“C” price without sacrificing quality. 


a good, 


increased 


Benefits of Redesign 


That left only one other problem 
as far as the user was concerned. 
Some users wanted the interlock fea- 
ture on the door; others preferred no 
interlock. We developed a new type 
of optional interlock which we ap- 
plied to the Type “A” switch. This 
permitted the user either to accept 
the interlock o1 not, as he chose. It 
merely required the relocation of a 
screw to void the interlock function. 
Thus, the Type ‘A’ customer had 
the quality switch he demanded at a 
much lower price, and the Type “C” 
customer had a higher quality prod- 
uct without a price increase. 

Everyone involved responded to the 
program. The distributor’s inventory 
investment was reduced. The cus- 
tomer faced less confusion in selec- 
tion. 

Another advantage derived from 
this program was the simplification 
of our catalog system. For the first 
time, all necessary switch information 
(such as type, description, catalog 
number and price) appeared on one 
single catalog page. This was revo- 
lutionary in the switch business. Now. 
with maximum speed and minimum 
effort distributor salesmen, as well as 
our salesmen, could supply the cus- 
tomer with correct and complete 
switch information from a_ single 
greatly condensed catalog sheet. 

As a further step of simplification, 
we designed a comparative catalog 
card which grouped obsolete switch 


numbers opposite the new switch 
number. This enabled the salesman to 
tell at a glance how many old switch 
numbers the new number replaced. 

To introduce the simplification 
program, our salesmen carried sam- 
ples and thoroughly indoctrinated 
distributors and their salespeople on 
its benefits and advantages. They, in 
turn, could tell the story to the cus- 
tomer. As additional support, we sent 
out a series of mailing pieces. ‘he 
first were strictly “mystery” folders 
in which neither the company name 
nor product identification was used. 
These were mailed to 22,000 dis- 
tributors, contractors and industrials. 
The folders were illustrated in digni- 
fied semi-cartoon style announcing: 

“A down to earth switch program 
coming August Ist.” 

“Switch to sensible switch selling 
on August Ist.” 

“Be first on August Ist for the 
first really objective program in mer- 
chandising safety switches.” 

‘These folders were followed by a 
reprint unveiling the program and 
revealing BullDog as the initiator. 
Later a colorful broadside told the 
entire story. Further support con- 
sisted of counter cards, wall posters 
and blow-ups sent to distributors. 
All mailings carried ove principal 
theme and brought out these selling 
points: 

“Now you can fill orders for 
any Type of ‘A,’ ‘C’ or ‘D” satety 
switch from one magnificent line of 
BullDog Vacu-break Master Switches 


at ‘C’ prices.” 


Basis for Promotion 


“Slash large inventories from hun- 
dreds of catalog numbers to just 38.” 

“A great, field-tested BullDog 
Switch that fills all Type ‘A’ speci- 
fications, yet sells at ‘C’ prices. End 
today’s switch confusion by adopting 
a streamlined program ot 
switch selling.” 


modern 


Throughout the entire campaign, 
we constantly emphasized the point 
that BullDog had 38 switches to do 
the «work of the previous hundreds. 

Continued distributor and customer 
support of this product simplification 
was so gratifying that we have sim- 
plified, and are simplifying, other 
product lines. Our achievement in 
this one department established Bull- 
Dog as an understanding and progres- 
sive manufacturer in the electrical 
field, simply because we simplified dis- 
tributor problems by looking at them 
from the all-important customer 
point of view. The End 
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s You would like to increase the number of calls your salesmen make on 
ready buyers—ideally, those who have invited your men to call. You can 
take a step in that direction right now. 2A good catalog program is 
the key, because those who specify and buy in industry almost always 
use catalogs to sift suppliers before calling in salesmen. And your cat- 
alogs can be planned specifically to induce more of them to call in your 
men. They can be placed strategically in the offices of all good potential 
customers and kept there ready for instant use. » Helping manufac- 
turers get more invitations for their men to call, through better catalog 
procedure, has been the whole business of Sweet’s for nearly 50 years. A 


helpful new booklet, ‘‘Your catalogs—key to more orders,”’ is yours for 


the asking. Sweet’s Catalog Service, division of F. W. Dodge Corp., 
Dept. 22, 119 W. 40 St., New York 18. Offices in all principal cities. ‘The 


easier you makeit for people to buy your products, the easier they are to sell.’ 


Newspapers—99% of Them—Offer 
Some Form of Merchandising Help 


Survey among 632 papers representing 76%, of total cir- 


culation shows what a 5,000-line advertiser can expect for 


each of seven kinds of on-the-spot local assistance. 


i and gro 


a 5.000 


sold in d 
and you oftered 
ne contract to newspapers in U.S. 


and Canadian cities, how much met 


handising support could you expect? 
Advertising Exec 
American 


Repre- 


there was no 


The Newspape1 
utives Association and the 
Association ot 

} tound that 
ready answer. They appointed a com 
under the 
L. F. Newmyer, advertising director, 
Toledo Blade, to get the answer. 

The list was the 664 member 
newspapers of the NAEA. The re- 
sponse was 95% —thanks to a well 
organized campaign and follow-up. 

The 632 responding North Ameri- 
can dailies represent 76% of the total 

rculation of all U.S. and Canadian 
dailies and cover every leading market. 

The papers were told that a hypo- 
thetical manufacturer of a_ product 
sold in both drug and grocery stores 
offered a 3,000-line contract. What 
would the papers offer besides white 


Newspape! 


se@nta Ves 


mittee chairmanship of 


? 
space 


Personal calls: 534 mewspapers 
(85¢Q) will make 11,885 calls on 
principal outlets to obtain distributors, 
to acquaint retailers with the cam- 


paign, and to get displays. 


i ! 


to sell the 
Kansas farmer 


HED BY CAPPER PUBLICATIONS LARGE 


New York. Cleveland, | 


Tie-in advertising: 625 papers 
(999%) will contact 13,846 drug and 
grocery stores and solicit tie-in copy. 


Mailings: 590 newspapers (93° ) 
will make 92,875 mailings of cards o1 
letters or reprints and schedules to 
selected stores in their markets. 


Presentations to sales staffs: 394 
papers (6207) will make a presenta- 
tion to the sales staffs of brokers o1 
distributors. 


Distribution checks: 505 newspapers 


(79) will make a check before the 
campaign starts. 

Results checks: +82 
(76%) will make a 
after the campaign. 


newspapers 
results check 


Market data: 575 papers (91%) 
will supply data on their markets. 


Trade bulletins: 182 newspapers 
(29%) publish a bulletin for drug 
and/or grocery trades in which they 
will publicize the campaign. These 
bulletins reach 620,879 retail outlets 
each month. 


The two sponsoring organizations 
refer to the survey as “The Greatest 
Newspaper Story Ever Told.” 

On Oct. 4 many (nearly 300) of 
the papers ‘“merchandised their mer 


chandising” by running full page ad 
vertisements giving highlights. 
Currently +3,000 copies of an eight 
page newspaper-size section are being 
distributed by newspapers and _ thei: 
representatives to general advertisers 
and thei jobbers, brokers 
and large 


agencies, 
retailers. 

Association officers in other fields 
may get a good tip on how to secure 
a heavy response to survey mailings 
by studying the techniques used by 
the newspaper group. 

Three davs 
naire went out, 


before the question- 
Don Bernard Wash 
president of the News 
paper Advertising Executives Associa 
tion, sent a letter to the 664 members, 
telling them that this important ques 
tionnaire would reach them soon, and 
asking them to return it promptly to 
LeRoy Newmyer. . . . To accompany 
the questionnaire Chairman Newmyer 
wrote a rather lengthy letter explain- 
ing the importance of filling it in so 
that newspapers, for once, could tell 
the story of what they will do for 
national advertisers. . . . Three days 
after the mailing came a letter from 
Larry Knott, Chicago Sun-Times, 
urging members to rush the survey. 

They let 10 days go by before 
checking on results. The returns were 
excellent—about 50°. 

Then the chairman wrote to each 
state vice-president, listing those in 
his state from whom he had not yet 
heard, and asking him to follow them 
up. This brought in another big 
batch. From then on the telephone 
was employed to bring in stragglers. 
So 95% responded. The End. 


ington Star, 
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Laat nas | To sell and keep selling 
lol ) he Sl ¢ aC ) a product to everybody 


you must reach everybody . . . often. 


Outdoor Advertising covers ali the people who 


go outdoors .. . over and over again. 


Take Life Savers. People of all kinds enjoy them 


and all kinds of people see them advertised on posters. 
Outdoor Advertising is the key to impulse buying. 


Flavors ~\ oir) 


you can bank on \_%& at’ 
t , 5« “. 


ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 


outdoor advertising reaches the most 
people — most often — at lowest cost 


OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 


THE STANDARD GROUP OF 


IF | 
(Yon lisl | 


- COD JQ" 22. 
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but it hardly ever pays! 


Honesty in advertising is NOT a bromide, 
it is a basic principle. 
The honest presentation of an honest 
mating shi ee agers YOUNG & RUBICAM, INC. 
product, handied with real creative skill, Advertising © New York Chicago Detroit San Francisco 
is the most effective selling force there is. los Angeles Hollywood Montreal Toronto Mexico City London 


Marketing Pictographs 


Planned by the editors of Sales Management and designed by Hile-Damroth, Inc. 


SEASONAL SELLING GETS A FREUDIAN FLAIR 


If your products are seasonal in appeal, when To probe this deep, dark recess in the collective 
during the calendar year should you bring adver- = female mind, it was necessary in this case to ask 
tising and promotion to the attention of women 5,000 women when each of the four seasons first 
shoppers? The answer lies in something called — begins to ‘dominate’ their minds. Be prepared 
“‘psycho-seasonal research,” which, we're told, for a shock. 

“measures how far ahead women begin to think 
and orient their minds towards a forthcoming 
season.” 


YOU'RE LATE IF YOUR AD 
Mia's « SCHEDULE BEGINS... 


FOR THE 
WINTER SEASON 
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SEASON 


FOR THE 
SUMMER 
SEASON 


\ 
FOR THE 
FALL 
SEASON 


PICTOGRAPH BY 


det Managemen 


Or ed by MILE DAMROTH INC 
Source: Family Circle Magazine, 25 W. 45th St., New York 36, N.Y . 
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To sell more 


where more is sold... 
if’s FIRST 3 FIRST! 


To help you sell more where more is sold, First 3 
Markets Group offers you the FIRST Sections of 
the FIRST Newspapers of the FIRST 3 Cities of 
the United States. And in these Sections the finest 
Rotogravure and Colorgravure reproduction 
assures you maximum package and product 
EY Edentification. 


In the compact, highly profitable metropolitan 
areas of the First 3 Cities, the family coverage of 
General Magazines, Syndicated Sunday Supple- 
ments, Radio and TV thins out. There is no substi- 
tute for First 3 Markets’ nearly % coverage of all 
families in these important, concentrated, far- 
above-average markets. To make your advertising 
sell more where more is sold...it’s FIRST 3 FIRST. 


The group with the Sunday Punch 


MARKETS GROUP 


New York Sunday News 
Colovoto Magazine 
Chicago Sunday Tribune 


Magazine 


Philadelphia Sunday Inquirer 
“Today” Magazine 


Rotogravure ¢ Colorgravure 


" New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 ° Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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10 WAYS TO INCREASE BUSINESS 


What are the main objectives of your institutional 


or overall company advertising in business papers? 
The question is answered by 721 industrial adver- 


tising managers, representatives of all industry, in 


this manner: 


To establish, 
maintain or increase 
prestige 


To keep our name 
before buyers 


To-publicize our 
facilities and services 


To aid salesmen and 
distributors 


To create public 
interest 


“To emphasize our 
experience and skill 


To establish prestige 
and quality line to 
pull out of price 
competition 


To establish position 
in. industry 


To address 
distributors 
\ 


To educate customers 
and technical men 
about company 
advantages 


39% 


— 


' 
\ 


\\ 


Source McGRAW-HILL RESEARCH, 
330 W. 42nd St., New York 36, N.-Y 
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Designed by HILE DAMROTH INC 
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HOW TO COVER $1,000,000,000 
OF BUILDING PLANNING — 
ACTIVITY FOR 520 

ADVERTISING DOLLARS! ~<g 


ive hundred and twenty dollars pays for one 
page of advertising in Architectural Record at the 
|2-time rate and delivery of facts on your products 


to those architects and engineers verifiably re- 
sponsible for planning over $1 billion of building 
monthly at current rates of construction. 


Contract award figures as reported by F. W. 
Dodge Corporation, publishers of Architectural 
Record, point to an unprecedented $14.9 billions 
of architect-engineer-planned work in 1954 — 
not counting public works, utilities and farm 
building. 


Based on periodic statewide checks of Dodge 
Reports against Architectural Record’s own sub- 
scriber galleys over 85% ($12.6 billions) of this 
huge building volume is coming from the boards 
of the Record’s own architect and engineer 
subscribers.* 


This low-cost coverage of building planning activ- 
ity—documented by Dodge Reports—is one reason 
why more advertisers—again in 1954—are placing 
more pages of advertising in Architectural Record 
than in any other architectural magazine (47% 
more than in Magazine A—61% more than in 
Magazine B). 


Here are two more reasons why year after year more ad- 
vertisers place more pages of advertising in Architectural 
Record than in any other architectural magazine: 


1. Editorial Quality — Architectural Record, winner of 
31 awards for editorial excellence, is edited specifically for 
architects and engineers—covers nonresidential and resi- 
dential buildings, large and small, that constitute the 
practice of architects and engineers—times and balances 
its editorial content with the aid of Dodge Reports to be 
of constant maximum value to architects and engineers in 
terms of the work on their boards. 


2. Reader Preference— Architects and engineers have 
steadily voted Architectural Record their preferred mag- 
azine in 60 out of 67 readership studies SPONSORED BY BUILD- 
ING PRODUCT MANUFACTURERS AND ADVERTISING AGENCIES, 
* Ask us for recent statewide checks showing the percentage of the total 


dollar volume of each major type of building that is verifiably planned 
by Architectural Record’s own architect and engineer subscribers, 


F.W. DODGE 


Architectural | 
Record “uz ‘Ss 


OEE GOS 


119 West 40th Street 
CORPORATION New York 18, N. Y. 


THE CONSUMINGEST CONSUMERS 10-15-54 


. Our per capita income, before taxes, for 
Sa Y 1953 was $1,709, a record high. It adds 
= up to $270.5 billion. Here’s what we did — 
with some of that money last year: 


SS 
PAID $720 
MILLION FOR 


CAMERAS, FILMS, 
ACCESSORIES 


SPENT $805 MILLION 
FOR PLEASURE BOATS 
AND ACCESSORIES 


SHELLED OUT $200 
MILLION FOR 
DOG FOOD 


BOUGHT 140 
MILLION AEROSOL 
CANS CONTAINING 

SELF-SPRAY PRODUCTS 


THE CONSUMINGEST CONSUMERS 
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PAID $66 BILLION 
FOR FOOD 


CONSUMED 16.7 
GALLONS OF BEER, EACH 


\ 
CONSUMED 102 
POUNDS OF CANNED 
FOOD, EACH 


\ 
PAID FOR A NEW BABY, 
EVERY THREE SECONDS 
OF THE WORKING DAY 


(Advertisement) 


Best Appliance Market Is Among Young Marrieds 


Who's buying the appliances today? A logical answer would be: young fami- 
lies... the ones just starting out in their own new. households. Latest Starch 
figures substantiate this, as you will see in the adgraph below. These figures 
show that the young marrieds who read Modern Romances are buying appli- 
ances right now! Starch also shows the Modern Romances reader with a young 
median age of 27, in spite of the fact that in three-quarters of all cases, she’s 
already, married, and the fact that there are children in 68% of all Modern 
Romances homes. Young, crowing families with more mouths to feed are your 
best customers for appliances...and for the million and one other things they 
use in their new households! 


“% OF RECORD PLAYERS, ELECTRIC REFRIGERATORS, VACUUM CLEANERS 
P ce PURCHASED IN LAST 12 MONTHS 


: RECORD ELECTRIC VACUUM 
; PLAYERS REFRIGERATORS CLEANERS 
Modern Romances : 19.4% - 15.5% La 15.3% | 
Grocery Store Magazine “A” : 9.7 = 15.8 Lk 10.3 
Grocery Store Magazine ‘'B” 12.3 - 15.0 Lo 14.3 
Grocery Store Magazine "C” = * } ls a 15.0 - 12.8 A= 11.8 
Women’s Service Magazine “A” : 13.9 - 14.7 Leo 14.2 - 
Women’s Service Magazine i : 15:3 - 14.9 Lk- bi 
Women’s Service Magazine ms |i: 14.9 - 14.9 lk 11.4 
: ; \ \ \ \ \ 
‘ : \ \ \ \ 
Women’s Service Magazine ’’D” \ ° 15.6, ny - \ 14.3 Ao 149 \ 
g « , \ ‘ \\ > 3) \. re \ \ 
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MODERN ROMANCES 


America’s Youngest Married Woman Audience 


DELL PUBLISHING COMPANY, INC. + 261 FIFTH AVENUE, NEW YORK 16, N.Y. 


INDUSTRIAL BUYERS ARE ELUSIVE 10-15-54 


INDUSTRIAL BUYERS ARE ELUSIVE 


Recently, 28 manufacturers in the Milwaukee area were asked to 
supply factual data on how a recent important purchase was made. 
This information traced an industrial purchase from initial statement 
of need to placing of order. Interviews were then held with people 
close to the buying decision in each company. 

Then the salesmen who received the orders were asked how the 
sale was made. 


They encountered these major obstacles: 


IT’S TOUGH TO REACH ALL BUYING INFLUENCES 


Of the 200 persons directly influencing 
the 28 buying decisions, the winning 
salesmen managed to see but 54, 

a scant-27%. Probably the losers 

saw even fewer. 


I's TOUGH TO COMBAT EXECUTIVE TURNOVER 


MR BROWN |S NO mY! ; 
ep Soe Of all buyers in industry, how many will 
“ ~e— fie retire, die, change title or move to another 


company in a year’s time? In only 3 months, 
2 of the 28 firms changed in ownership, 

and two important buying influences died — 
proving the importance of “surrounding” the 
decision-makers, instead of knowing only 
one or two in each company. 


IT’S TOUGH TO PRE-SELL TOP MANAGEMENT 


Of 69 top management men 
® t involved in the Milwaukee buying 
decisions, a mere 10% of them see 
salesmen regularly. oe : 
\ N 


Y 


PICTOGRAPH BY 


Source: “MILWAUKEE PROJECT,” compiled by Newsweek, New York 36, N.Y Sales Mocagetenl- 


Designed by HILE DAMROTH INC 


Schaefer's Iron Horse 
Helps to Sell Beer 


Didn't railroading and 
beer grow up together? 
Payload: publicity. 


The F & M Schaefer Brewing Co. 
has built a train! If that sounds as if 
Schaefer has designs on Lionel’s busi- 
ness, it isn’t so. Here’s the “why” of 
a brewery-built 70-foot-long iron 
horse. . . A replica of an 1842 iron 
horse. 

Back in 1842 Schaefer was founded 
in New York City, and the railroad 
industry was just getting its rails 
under it. Schaefer, looking for a pro- 
vocative way to publicize its. product, 
felt that its beer and railroading grew 
up together. And what more arresting 
way to sell beer than with a train of 
the colorful pre-Civil War period ? 


8 MPH 


The Guilbert Bond Co., floatmak- 
ers of Saddle River, N.J., were com- 
missioned to build the “train.’’ The 
float building firm put its top de- 
signer to work on the production and 
he came up with a design for a train 
with six cars, locomotive, tender, flat 
car, freight car, passenger car and 
caboose. The whole was built on a 
tractor and geared for maximum 
speed of eight miles per hour. 

Schaefer is already using its nostal- 
gic train at fairs and expositions, will 
make it available for Community 
Chest drives and local charitable cam- 
paigns. It got its send-off — after a 
christening in Schaefer beer—at the 
Coney Island Mardi Gras. Wherever 
it goes the train is the center of atten- 
tion and the company feels it definitely 
will pay off—in promotion—its cost. 

The train looks authentic and it 
should. As background for the 
Schaefer train the designer used 
sketches of the Addison Gilmore, an 
early New England locomotive; the 
Champlain, one of the six original 
locomotives on the Hudson River 
Railroad; the Tiger, a Baldwir loco- 
motive. 

This replica, however, contains 
some up-to-date details: It has sealed 
beam headlights instead of oil burn- 
ers. And instead of carrying wood or 
coal the tender has a generator for 
electricity where night lighting is 
called for. 
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“We EAT WELL 
) IN THE TROY MARKET” 


(FOOD SALES $44,714,000) 
fi.” 


rd 


Householders in the TROY, New 
York, CITY ZONE spend more on 
food than markets of comparable 
size in many parts of the country. 
Of the $154,284,000* spent in total 
retail sales in the Troy City Zone, 
$44,714,000* is spent for food. 

Be sure to get your share of the sales 
in this rich market. 


© From Special Analysis of the Troy Market 


by Sales Management, 1954. 


Population 
123,500 


Coverage 
99% 


Circulation 


THE RECORD 
NEWSPAPERS 


¢ THE TROY RECORD - 
¢ THE TIMES RECORD - 
TROY, N. Y. 


The BORG Bathroom Scale 


| 


UNEQUALLEO FEATURES OF DESIGN MAKE BORG THE OUTSTANDING SCALE 


SUPER-BINDCULAR” DIAL 


ee ee 


PATENTED MECHANISM 


for mere sccwete then other nates 


WROMED Dial HEAD 


a 


FLUSH- MOUNTED LEMS 


Se tet ating grows. # 


FACTORY SEALED CASE 
ty 


ot wd tonne pew 


PERMANENT FINISHES 


leet of enone’ beery chrome state 


GUARANTLED FOR LIFE 


be Sectory vercky We vanty 


Becouse 


BULLT LOW, TiP-PROOF 


oe ee 2 


UGHT WEIGHT 


€ ths — cosy fe mewn or coer 


MOULDED-CONTOUR DESIGN 


dope sens stge: peeves crtay 


LARGE, ROOMY PLATFORM 


Aecorehe eraght anywhere yoo sions 


SMOOTH RUBBER-TILE 


a ey 


remarkable occurecy + well known 


we ff “ st ” through big space odvertising in LIFE, most seate 


Vechanea, 


Customers tedey esk for and inst upon the 


weighing pronciple brings for greater accuracy Borg This quality scale actually outsells cheaper 


) Fe eee 
r¢ ‘tins The Sorg is really © precision weighing instru 
bi ment with working parts held te 1/1000 


rch rolerance ond every twoture showing NO OTHER SCALE SELLS UKE A 


superior quality end advanced devign 


THE OLD: Borg-Erickson’s scale, a year ago, looked 
much like all other scales on the market. 
being “footballed” by dealers. Leverage was weak. 


tor the bite of the scote seotes 


wnt tor unt. Available in 3 models 


she Conca, 


THE NEW: 


It was 


Introd nig an Extrg ordinary Ne 


Now, with 
design, the company has rekindled dealer interest, 
is finding markets among the Sweeneys, too. 


ge : 
w Bathe, 


..» Berg's famous weighing mechanism 
ina caw of pouedtike tewaty, 
 profitdeced ... 815.00" tia 


re oy 


~~ BORG 


4 Beads 


radical improvement in 


Higher Style, Higher Price: One Way 
To Get Out of the Competitive Dog-Fight 


Borg-Erickson gambled on a bold move—and won. Com- 


pany redesigned its bathroom scale to match the tastes of 


the "carriage trade," jumped the price to $15. The class 


market bought — and now the mass outlets are buying. 


How glamorous can you make a 
bathroom scale? Who looks at it 
when the advertisement shows a half- 
dressed model stepping daintily onto 
the platform to check her weight ? 

Can you draw attention to the 
scale itself through attractive design ? 

In the face of price-cutting, how 
much will the consumer pay for a 
good scale? 

These were some of the questions 
executives at Borg-Erickson Corp.., 
Chicago, manufacturers of precision 
weighing instruments, asked them- 


74 


selves in 1953 when they became con- 
cerned with the industry as a whole; 
prices were ‘dropping; dealers were 
losing interest because of low profit 
on bathroom scales. 

“Qur units are precision mechani- 
cal devices such as automatic toast- 
ers,” says C. W. Dinse, sales man- 
ager, “and we felt that thev deserved 
a higher place in public and dealer 
esteem. ‘We were positive that mer- 
chants preferred to handle a quality 
scale which would bring good 
profits.” 


New designing was the answer, the 
company believed. As is the case with 
many products, however, a bathroom 
scale is restricted by size and shape; 
designers have one basic unit to work 
with and must cope with many limi- 
tations. And how about price? Raise 
it to $15! 

The design problem was turned 
over to Raymond Loewy Associates, 
industrial designers. Three designers 
were assigned to the bathroom scale 
face-lifting job. They came up with 
“The Flight,’ a scale beautiful in its 
simplicity of lines, and practical be- 
cause of the dial which even grandpa 
can read standing up and without his 
bifocals. For this scale design, the 
Loewy organization received a design 
award from the Industrial Designers’ 
Institute. It comes in five glamorous- 
sounding colors: jet black, cloud 
white, sky blue, sun yellow, dawn 
pink and sea green. 
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Completely Different 
BUTANE LIGHTER 


Available 
IMPRINTED or PLAIN 


SINGLE PUSH-BUTTON AUTOMATIC 


¢ For cigars, cigarettes, pipes 
e Works every time, everywhere 


¢ Completely automatic— 
single push-button action 


Guarantees more lights 
than any other lighter 


One throw-away fuel tank lasts months 
Absolutely leakproof 

Only windproof butane lighter 

No wick, no odor... clean burning 
Fully guaranteed * Sma-tly gift boxed 


Genuine Throw-away Fuel Tank 
Refill tanks available everywhere 


"Ribbed Design a , WRITE FOR | INFORMATION TODAY ! 


SHERWOOD LIGHTER co, INC. + 100 Outwater inne, Garfield, N. J. * Direct N.Y. Wire: CHickering 4-0046 
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“We knew that we had a saleable 
product,” Dinse says, “and with good 
consumer acceptance, but we began to 
have some mild misgivings as to the 
price and mass appeal.” 

Just before the Housewares Show 
opened in Chicago last spring, Borg- 
Erickson held a breakfast meeting for 
jobbers and 


on them, showing samples in all col- 


} 


heir enthusiasm 


“sprang” the new scale 
immedi- 
ate. “Department stores are to be 
the basic 
told. 
When the 


Ors. ‘I Was 


selling channel,” they were 
scale 


rejuvenated was 


ready for marketing in May of this 
year, the manufacturer’s representa- 
tives sold the line to most big depart- 
ment stores across the country. Simul- 
taneously, Borg-Erickson placed full- 
page, full-color advertisements 
through its Chicago advertising agen- 
cy, Wallace-Ferry-Hanly Co., Inc., 
in the May issues of Vogue, Th 
New Yorker and House Beautiful. 
“Then we let the scales go into the 
stores and make their own impres- 
Dinse explains. “We were 
amazed and pleased to note that the 
initial impact was wonderful. Many 


sion,” 


“In NEW 
ENGLAND 
... let RETAIL 
SALES 


be your 
market guide.” 


says E. E. Wilson, New 
England District Sales Man- 
ager for Colgate-Palmolive 
Company. 

‘“‘Manufacturers who look 
only at a market’s wholesale 
figures on which to base adver- 
tising and sales promotional 
dollars are most decidedly 
missing top retail sales poten- 
tial. 

“Consider for example, the 
Worcester Massachusetts mar- 
ket: it is notable as a whole- 
sale-grocery distribution center 
with head- 
quarters of three of its major 
grocery chains (Stop & Shop, 
First National and A&P with 
over 75 super markets) out- 
side of the Worcester market. 
But, wholesale grocery figures 


even wholesale 


E. E. WILSON 
District Sales Manager. New England, 
for the Colgate-Palmolive Company 

for Worcester show only a 
fraction of the market’s actual 
or potential retail consumption. 

“Worcester is the 33rd best 
grocery market in the nation 
with over $168 million in food 
store sales. Retail sales are the 
proper market guide for allo- 
cation of advertising invest- 
ments.” 

Local-Level Knowledge Is A 
Must For Top-Level Decision Mak- 
mg. 

@ This advertisement is pub- 
lished in the interests of fuller 
understandin;: of the Worces- 
ter, Massachusetts market by 
the Worcester Telegram, The 
Evening Gazette, and The Sun- 
day Telegram, George F. 
Booth, Publisher. Circulation 
daily, 155,552, Sunday, 103,099. 


sales were made as a direct result ot 
foot trafic in the store, purchases 
made by people who had not even 
read the advertisements.” 

Manufacturing and_ distribution 
were stepped up as Borg-Erickson 
saw that the $15 price was not a 
stumbling block to consumers. “But 
dealers felt in the beginning that the 
price was too high,” says Dinse. “Our 
distributors had facts, before too long, 
to prove that the product was not one 
to be restricted to the ‘class’ market. 
Then we led out aggressively to hit 
smaller dealers such as hardware or 
houseware stores.” 

Result: August tally of sales was 
two-and-one-half times the vclume re- 
corded in May and June. 

“One advantage we have is that 
department stores and independent 
merchants know that our new scale, 
“The Flight,’ and our other models 
are not sold to discount houses,”’ 
Dinse emphasizes. 


We Have It Good 


“Perhaps the biggest differ- 
ence between a communistic 
country and countries like 
the United States and Can- 
ada is the difference in the 
attitude toward customers. In 
a totalitarian country the 
consumer as such is disre- 
garded. There is no retailing 
as we know it. The govern- 
ment dictates the kind and 
the quality of goods and serv- 
ices which shall be produced. 
In Russia, for instance, there 
is one car for every 666 per- 
sons, while in Canada there 
is a car for every six per- 
sons.”—Ross Roy, president 
of Ross Roy, Inc., to the 
Windsor, Ont., Advertising 
and Sales Club. 


An appeal to the mass market is 
seheduled for a fall campaign in This 
Week. It is also an appeal to the 
smaller dealer. Any dealer who buys 
a “Flight” of each color receives a 
color display piece and his name is 
listed in This Week ads. 

‘Che color advertisement we ran 
last spring,’ Dinse notes, “did not 
carry the address of Borg-Erickson. 
We found out later that people went 
to great lengths to dig out the details 
as to where we were located and 
where they could buy the new scale.” 

The End. 
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MOVES PEOPLE... MOVES PRODUCTS 


What is there about The American Weekly that attracts 
nearly 10 million families, each Sunday? Simply, an 
editorial concept that says: meet the enthusiasms of the 
American family. 

A few basic enthusiasms that current issues will 
explore are touched on below. Handling is modern, 


dramatic—heightened by important by-lines, arresting 
pictures and titles. Results: great entertainment, great 
serviceability. 

One enthusiasm ignites another . . . spreads from page 
to page. This is why advertising in The American 
Weekly gets such hot response. 


John Gunther writes of 


“The World’s Richest Bachelor” 


(October 17, 1954) 


DISCOVERY. Experts said, ‘Impossible!’ But one man 
scoops millions in diamonds out of African mud-holes! This 
is one way The American Weekly meets readers’ enthusi- 
asm for people who fight odds to find fortune. 


£ * 


“Magic Menus—with Cheese” 


(October 17, 1954) 


ARTFUL COOKING. This tempting four color display 
—with recipes—of delicious easy-fix cheese dishes is 
another example of how The American Weekly caters to 
Mrs. Housewife’s enthusiasm to win praises for her cooking. 


“Flying Saucers Come from 
a Distant Worl r (October 24, 1954) 


SCIENCE. Prof. Hermann Oberth, world-famous guided 
missile authority, theorizes on a suk ject which has excited 
millions—flying saucers. “They are space ships from an- 
other solar system,” he contends. 


“I Lived with Cancer” 


(October 24, 1954) 


COURAGE. Who isn't moved by the inward strength 
of a rising young film star who didn't let a leg amputation 
cripple her career—or spirit? Suzan Ball tells of finding 
love, marriage, and success in her darkest hour. 
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Products to Be Added or Dropped 
Must Run the Gauntlet at Rockwell 


The who, why, what and how of the Products Committee 
which checks market potential, engineering and production 
costs, and suitability of proposed products to present 
method of distribution for a firm selling in 15 markets. 


BY C. A. WIKEN © Vice-President 


Research-Engineering, Rockwell Manufacturing Co. 


Rockwell Manufacturing Co., a 
pioneer of industrial diversification, 
has developed, over the past seven 
years, unique and highly intricate 
machinery for determining what prod- 
ucts may be practically and profitably 
added to its unusually varied line. 
At the heart of the company’s 
product selection system is a Products 
Committee made up of representatives 


of every segment of management 
executive, engineering and research, 
production, sales and _ distribution, 
market research and accounting. 
Every suggested new or improved 
product must be unanimously ap- 
proved by this management “jury” 
before it is added to the Rockwell 
line. In this way, management is pro- 
vided with expert, responsible opinion 


Briefly, Rockwell Manufacturing Co. 


Rockwell Manufacturing Co., Pittsburgh, came into being Nov. 30, 
1945 when shareholders of the Pittsburgh Equitable Meter Co. voted 
to change its name. Change was prompted by the need of a name 
which would more accurately reflect the company’s broad manufac- 


turing activities. 


At the present time, Rockwell operates 16 separate plants in 10 
states, and manufactures a variety of products sold to 15 distinct 


major markets. 


Divisions and subsidiaries of the Rockwell 


produce and sell: 
Gas and water meters 


Gas regulators 


Manufacturing Co. 


Recording indexes and registers used in meter production 


Lubricated plug valves used in petroleum, gas and chemical in- 


dustries 


Piston-type meters used for industrial metering—also water meters 


Power tools for industry and home 


High pressure-high temperature valves for steam generating plants 


and other uses 
Woodworking machinery 
Taxi meters 
Fare registers 
Parking meters 


Timing devices 


Saw blades and other power tool accessories 


on every aspect of the proposed prod- 
uct’s potential value to the company. 

A valuable “plus” factor of this 
broadly shared responsibility for prod- 
uct selection is the opportunity it 
affords junior executives, with more 
or less specialized functions, to gain 
first-hand experience with the broader 
problems of top-level management: 
Sales managers gain further insight 
into production, research and financ- 
ing problems; production managers 
and company controller get a better 
view of the over-all sales picture, and 
so on. 

The Products Committee began 
during World War II as an informal, 
loosely organized group of company 
officials who met from time to time 
to keep W. F. Rockwell, Jr., then 
vice-president and general manager, 
informed on the product situation 
while he was on duty with the U.S. 
Army. 

In 1947, two years after the loosely 
joined Rockwell companies had been 
drawn closer together under the new 
over-all name of Rockwell Manufac- 
turing Co., the Products Committee 
was set up on a permanent basis. Mr. 
Rockwell assumed the chairmanship 
and turned over to his vice-president 
in charge of engineering and research 
major direction of the committee’s 
activities. 

Since that time, the committee has 
held about 50 regularly scheduled 
meetings, has gradually streamlined 
and systematized its activities and 
operational procedures, 

Its function, in the words of its 
chairman, is “to maintain a constant 
vigil over our present products and 
to go over proposed new products 
with a fine-tooth comb—from a stand- 
point not only of market potential 
and engineering and production costs, 
but also of adaptability to our distri- 
bution setup, our special knowledge 
and skills, our physical facilities, our 
corporate financial structure, and so 
on.” 

Sometimes product selection issues, 
on which the committee passes judg- 
ment, involve merely the addition of 
a new model to an established line. 
Sometimes they involve purchase of 
the patents or even the entire facilities 
of some other company. 

A complete, detailed meeting sched- 
ule is kept. Several days before each 
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35,000 — Circulation 
In Major Markets 


The Alaboma Purchasor 
Birmingham 3, Alabama 

Central New York Purchasor 
Syracuse 2, N. Y. 

Connecticut Purchasor 
Ansonia, Connecticut 

Detroit Purchasor 
Detroit 2, Michigan 

Heart of America Purchaser 
Kansas City 2, Missouri 

The Hoosier Purchasor 
Indianapolis, Ind. 5 

The Kentuckiana Purchasor 
Louisville, Kentucky 

Mid Continent Purchaser 
Tulsa |, Okla. 

The Midwest Purchasing Agent 
Cleveland 13, Ohio 

New England Purchaser 
Boston 10, Mass. 

North Central Purchasor 
Minneapolis-St. Paul, Minn 

Oregon Purchasing News 
Portland 4, Ore. 

Pacific Purchasor 
San Francisco 5, Calif. 

The Philadelphia Purchasor 
Philadelphia 2, Pa. 

Southwestern Purchaser 
Dalias |, Texas 

Southwestern Purchasing Agent 
Los Angeles 14, Calif. 

Washington Pur. Agt. & Mfr. 
Seattie |, Washington 
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Being Neighborly is Good Business! 
Score Faster with Industrial P. A.’s .. . Locally 


Selling to industry ? Then you're selling to busy industrial Purchasing 
Agents. For those hard-to-reach contacts, you can’t beat the helping 
hand of your sales message in the industrial P.A.’s own regional pur- 
chasing publications. Here’s pin-point /ocal coverage on a “national”’ 
scale. They're official organs of the P.A.’s own powerful Associations 
throughout multi-billion-dollar industrial America. They're “must” 
reading for over 35,000 member-P.A.’s in you: 

major markets. Choose the right combination 

from this check-list to support each market you 

serve at the essential local level. 


Write for new brochure with rates 
and mechanical information 


Partial List of 
Nat'l Advertisers 
Using Sectional 
P.A, Books 


DuPont 

Columbia Steel 
John Roebling's Sons 
Wickwire-Spencer 
Tube Turns 
Osborn Mfg. 
Bridgeport Brass 
Chase Brass 
Scovill Mfg. 
National Screw 
McLouth Steel 

U. S. Steel 

Jos. T. Ryerson 
Babcock & Wilcox 
Reliance Electric 
Chicago Rawhide 
Hinde & Dauch 
Associated Spring 
Alan Wood Steel 
Ohio Gear 

Oakite 


THE ASSOCIATED PURCHASING PUBLICATIONS 


1213 West 3rd Street, 6th Floor @ Cleveland 13, Ohio 


@ MAin 1-3499 


meeting, every member of the commit- 
tee is provided with a complete dos- 
sier on all subjects to be discussed, 
and complete minutes of the previous 
meeting. 

After the meeting, all copies of the 
dossier except one are destroyed. The 
remaining copy is filed as part of a 
complete record of the proceedings ot 
the group. 

Regular membership of the com- 
mittee—in addition to the two officers 
named— includes the executive vice- 
controller, 


president, vice-president, 


vice-president in charge of the Meter 
and Valve Division, vice-president in 
charge of Delta Power Tool Division, 
vice-president in charge of Delta 
power tool sales, president of Edward 
Valves, Inc. (a subsidiary) and the 
manager of market research. 

New product ideas from internal 
and external sources are channeled to 
the vice-president in charge of engi- 
neering and research. If no extensive 
research or engineering outlays are 
required for their development, this 
official may, on his own initiative, 


This is ouly Font of, the Billiow Dolan Market 


ow Hloridas Gold Coast 


but you can sell it ALL thru a single, low-cost medium! 


Just picture your potential on Florida’s booming Gold Coast 
. « « @ year round market with a million permanent residents 
. . » a bonus market with 2'2 million visitors to swell sales all 
year long . . . a booming market with a billion-and-a-half in 


buying power! 


Best of all, you can use The Miami Herald to sell the entire 


Gold Coast area at one low cost! 


Get the complete picture from your SB&F man today. 


ee 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, National Reps. ‘ 
Affiliated Stations — WQAM, WQAM-FM °9°° 


The Miami Herald ALOWE sells the Greater Miami Market 


arrange for the necessary development 
work and submit a “finished” model 
for the approval of the products com- 
mittee. 

If the initial development of such 
a model requires an expenditure of 
more than $5,000, the idea may be 
first submitted to a research policy 
and planning group within the com- 
mittee. This group is made up of the 
president and executive vice-president, 
in addition to one or two other ex- 
ecutives selected on the basis of their 
specific knowledge of the field in 
which a particular product belongs. 

If approved for further study and 
experimentation, the product pro- 
posal is authorized as a research and 
development project and returned to 
headquarters engineering. From there 
it is “farmed out’’ to the engineering 
staff of the appropriate division o1 
plant. 

When all visible kinks have been 
worked out and a working model has 
been passed by division engineering, 
the product may be first brought to 
the attention of a technical advisory 
group within the products committee. 
This group, also headed by the vice- 
president in charge of engineering and 
research, has a fluctuating member- 
ship of top engineering personnel who 
are called in for review of products 
in a field with which they are most 
familiar. 


Field Tests a "Must" 


In line with recommendations of 
this group, the product is either sent 
back to engineering for additional 
work or produced in sufficient quan- 
tity for adequate field-testing—often 
in customer facilities (where this is 
practical). It is thoroughly field- 
tested before being presented to the 
full Products Committee for final 
review. 

The committee, meanwhile, has 
been kept abreast of the progress of 
every product development project 
through reports included in the meet- 
ing dossiers. Committee members, 
from the moment the product is 
approved for research and develop- 
ment, make studies of their own in 
preparation for the final review of 
the project before the full committee. 

The market research manager, for 
example, launches an extensive inves- 
tigation of competitive projects, and 
top sales and distribution personnel 
sound out dealer and customer 
opinion. 

Typical of the many suggested new 
products which “fail to make the 
grade” with the committee, after be- 
ing brought through the initial stages 
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1 Specification 


50 Years of Orders 


Have you considered how much 
replacement business you will 
receive from an industrial 
plant for which your products 
were originally specified ? 


This varies, of course, depending 
on the product. 
But take the case of Valves 
or Bus Duet 
Steam Traps 
Votors 
Protective Coatings 
r Pumps 


many other industrial products. 


ONE specification can mean 


FIFTY YEARS of orders! 
write for the new 


CONSULTING ENGINEER DATA BOOK 


1955 SELL the MEN who 
WRITE the SPECIFICATIONS 


The Consulting Engineer’s 


Professional Magazine 


‘ ‘ bad \ ! ; t \ \\ \ 
Published by Industry and Power Publications, 420 Main St., St. Joseph, Mich. 
Sales Offices: New York, Philadelphia, Cleveland, Chicago, Los Angeles 


Prize and Premium 


HEADQUARTERS 


Now Ready 


OVER 00 PAGES 


OF NATIONALLY ADVERTISED 
MERCHANDISE 
Just off. the press! The big, new 1955 
Hagn Merchandiser packed with top lines 
from the cream of domestic and foreign 
manufacturers. Catalogs available to Pur- 
chasing Agents and committee Chairmen. 
Ask for yours today! 
SESSIONS 
U.S. TIME 
aa 
IN AM YWA 
UL see NARDIN VATAUSCA 
TWILIGHT STAR DIAMO 
and Many Others 


Now in our own building 

with greater facilities and 

increased personnel for 
mageven better service! 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 W. Madison St., Chicago 6, III 


HOW TO SELL 
WITH 3-D PICTURES 


~! 
7 aes 


l vey, 


get this 


FRee 
booklet 


and sample 
3-D pictures 


Learn how View-Master 3-Dimension 
color pictures can multiply your sales 

.as they have for hundreds of firms. 
Learn how you can now use the easy- 
to-operate View-Master Personal 
Stereo Camera to make your own; 3-D 
color sales pictures. They're dramatic, 
profit-making and cost less than or di- 
nary snapshots. Send for your free 
booklet today it’s a sure way to 
greater profits! 


Pictures 


for Profit 


® Sowyer's Inc 


. NO 
pane p Leall OBLIGATION 
eee eae eee ee. — mem =| 
SAWYER’S Inc., DEPT.BS PORTLAND 7, OREGON | 


PLEAS E send your free booklet “112 Ways to Use 
s for Profit nee cabbie 3.6 eichee = 
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Dogwagons Are Big Business! 


Maybe you'd better take a good, searching look at dogwagons: The 
day of the Greasy Spoon Cafe, housed in a worn-out caboose, is gone. 


, the firm of Jerry O’Mahony, Inc., 


is one of the 


nation’s leading diner manufacturers. Although the firm’s plant is able 


to produce only about 30 units a year, 


they’re high-priced jobs. 


O’Mahony diners range in price from $36,000 for the smallest (it seats 
34) to a huge job which can take care of 135, costs over $100,000 and 
is so complete that all the owner need do is order up the victuals. 


) 
) 
\ 
) 
) 
) 
Today “diners” are as elegant as a streamliner. 
In Elizabeth, N. J 
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of development, was a recently pro- 
posed addition to Rockwell's pipeline 
liquid meter line. 

The proposed new meter, far 
simpler in design than the rest of the 
line, had the enthusiastic backing of 
engineering and production: It of- 
fered important manufacturing cost 
reductions through elimination of a 
number of parts. 

The sales department also looked 
on the product favorably at first: It 
seemed to meet a fairly broad need 
for a lower-priced meter. 

However, this additional simplicity 
of design slightly limited the versa- 
tility of the product—thus indicating 
a need for further study of the effects 
these limitations might have on its 
market potential. 

As a result of this study, it was 
seen that geographical differences in 
pipeline metering specification prefer- 
ences would virtually eliminate the 
proposed meter’s market potential 
many areas. In addition, certain spe- 
cific applications, barred to the meter 
because of its simpler design, were 
found to be important in all regions 
—almost important enough to spell 
certain failure for a meter not suitable 
for them. 

When these facts were finally 
brought out at a full committee meet- 
ing, the project was discontinued. 

Sometimes, however, a_ proposed 
product, which seems doomed because 
of unfavorable committee findings at 
an early stage in its development, is 
later ‘“‘rescued”’ by additional research. 

A good example is a new curve- 
cutting attachment developed by the 
company ’s Delta Power Tool Divi- 
sion for use with Delta circular saws 
and the Deltashop, a four-in-one 
power tool. 

This valuable addition to the Delta 
Homecraft line—just beginning to 
reach dealers now—almost died a- 
bornin’ as a result of a too-high esti- 
mate of tooling costs which would 
have raised retail prices above what 
the committee thought the market 
could stand. 


By a careful reexamination of tool- 
ing requirements, production experts 
were able to eliminate enough “pad- 
ding” to gain reconsideration for the 
product from the committee. 

When a product finally comes be- 
fore the committee with a 
less ‘“‘frozen” design, it is given a 
thorough evaluation from a_ stand- 
point of technical superiority, sales 
potential and suitability for manutac- 
ture with established facilities—as 
well as suitability for distribution 
through established outlets, competi- 
tive strength, patentability (or free- 
dom from possibility of patent  in- 
fringement), initial tooling costs and 
financial feasibility. 

Part of this evaluation is accom- 
plished by means of a thorough check 
list applied to each new or old prod- 
uct under study. This list includes 
the following information about the 
product: Units sold per year, actual 
material cost, actual direct labor cost, 
actual manufacturing overhead cost, 
total manufacturing cost, general ad- 
ministrative and sales expense, total 
cost to make and sell, average net 
billing price, profit amount and per- 
centage of profit. 

Based on the committee’s verdict, 
management makes the final decision. 

In addition to screening proposed 
new products and playing an impor- 
tant role in revision and improvement 
of standard lines, the Products Com- 
mittee has one other equally important 
function: elimination of products con- 
sidered obsolete. 

Here committee machinery works 
in reverse. Proposals for dropping 
specific products are subjected to the 
same kind of critical” high-level scru- 
tiny. Once again the check list is. 
brought into play, sales study probable 
sales loss involved, production deter- 
mine possible savings. 

Here again the fate of each product 
considered for elimination is finally 
decided by a management “jury” pro- 
vided, over a suitable length of time, 
with all pertinent information. 

The End. 
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Don't Forget To Order... 


PERFORMS 
MIRACLES 
WITH FOODS 


REFUND OF 
S 
< 


C > 

Guaranteed by @ 

Good Housekeeping 
< 


~ 
at 
C745 apvennistd We 


~ NOW — Six Cutting Cones... 
At No Extra Cost! 
Here’s the UNUSUAL GIFT. One you'll not find in stores. 
Saladmaster is nationally advertised in Life, Fortune, Good 
Housekeeping, Coronet, Esquire, House Beautiful, and many 
others. Acclaimed internationally as the GIFT OF LASTING UTILITY. UNCON- 
DITIONALLY GUARANTEED FOR 10 YEARS. Completely Chrome plated, 
stain proof, acid proof and rust proof. Easy enough for a child to use. 


OVER 200 
i SUBSTANTIAL DISCOUNTS ON QUANTITY ORDERS. OTHER USES 


NOT SOLD Still Time For Christmas aaa am 
IN STORES MAIL 


Saladmaster Sales, Inc. 
Complete with 6 mirror-like cutting cones, 131-SM9 Howell Street COUPON TODAY 


beautiful full color instruction and recipe 
booklet $29.95, plus sales tax, if any. . find : 
Higher outside United States. Postage Please rom me quantity discount prices. [] 
paid if check sent with order. eres Sp Seen. Lo 

Check (] Money Order [] C.0.0. [) 


SELECTED BY NAME - 
HOUSE BEAUTIFUL PRE 
FOR THE 1955 
PACE SETTER haa 
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RCA VICTOR 
premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 
cereal? Give vour sales message 
personal contact — let RCA Victor 
cae you reach the ears that bring 
results in an entirely new way with 
an RCA Victor promotion record. 
Example: Sales training, talking 
displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 
realizing increased sales with 

RCA Victor premium recordings. 


brite pi 


630 Fifth Ave.,New York 20, N. ¥.—JU dson 2-5011 
445 W. Lake Shore Dr., Chicago 11, tl!.— WHitehall 4-3215 
1016 N. Sycamore Ave., Hollywood 38, Cal.— HOllywood 4-5171 


Custom 
Record 


Sales 
TK s® 
RCA VICTOR DIVISION 


“HIS MASTER'S VOICE 


RABIO CORPORATION OF AMERICA 


..-before it TALKS 


...is the way our doctors put 
it—“Our chances of curing 
cancer are so much better 
when we have an opportunity 
to detect it before it talks.” 
That’s why we urge you to 
have periodic health check- 
ups that always include a 
thorough examination of the 
skin, mouth, lungs and rectum 
and, in women, the breasts 
and generative tract. Very 
often doctors can detect can- 
cer in these areas long before 
the patient has noticed any 
symptoms, 

For more life-saving facts 
phone the American Cancer 
Society office nearest you, or 
write to “Cancer”—in care of 
your local Post Office. 


American Cancer Society 


| 


| Publicity Comes Easily 


“Nlom’s Chemistry Set” — that’s 


what a kid in the audience at an 
Oil Industry Information Committee 
lecture-demonstration called ‘The 
Magic Suitcase,” pictured here “‘co- 
starring’ with Connie Moon, Wom- 
en's Program Supervisor, American 
Petroleum Institute. 

Introduced last spring, the suitcase 
is used by volunteer speakers in a 
program on the wonders of oil spon- 
sored by the OIIC for women’s clubs, 
other groups. 

Among the 35 products, made 
wholly or partly from oil, in the suit- 
case are lipstick and other cosmetics, 
nylon hosiery, detergents, paper cups, 
matches, fountain pen, comb, phono- 
graph record, galoshes, sun-glasses, 
garment bag. All may be bought at 
dime or drug store except the “Pe- 
troleum in Your Life” booklet ; “ 
line dollars,” obtainable from the 
Ethyl Corp.; and a demonstration 
dye bath and cloth, obtainable from 
Du Pont. 

The speaker appears “dressed in 
oil” (nylon, Dacron, Orlon, etc.). 
During her talk, adapted from an 
OTIC script, she refers to the suitcase 
items with gestures that suggest their 
identity—pouring bath salts into her 


hand, then back inte the bottle, tear- 


gaso- 


ing off a strip of wax paper, etc. 

Favorite bit of business is dipping 
a piece of white fabric into the dye 
bath and pulling it out red, white 
and blue. The speaker explains that 
the fibers in the fabric (cotton, silk 
and acetate) react differently to dye. 

Under Miss Moon’s direction, 
women of OIIC committees through- 
out the United States are being 
trained to stage demonstrations. The 
Philadelphia OIIC has signed more 
than 15 women for training sessions; 
12 each have been trained to date in 
Cleveland, Louisville and Memphis, 
with more applicants on waiting lists. 
Members of the New York Desk & 
Derrick Club recently sent a team of 
two to demonstrate the suitcase for 
the club’s northern New Jersey Chap- 
ter: Members of the audience re- 
quested scripts, a case and a training 
program of their own. A Michigan 
woman was given a script and suit- 
case by her boss on Friday with a 
request to stage a performance the 
following Tuesday—which she did 
most capably. In Savannah _ this 
spring “The Magic Suitcase” was a 
“star performer” before an audience 
of 350 persons at the main banquet 
meeting of the Interstate Oil Com- 
pact Commission. 
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Raymond Goodman 


GOODMAN JEWELERS 
INDIANAPOLIS, INDIANA 


“HERE’S HOW 
| SELL JEWELRY 
IN INDIANAPOLIS 


= A. 
- MAINSPRING THAT Cae | 
SEAEANTEED FOR LIFE. 


«ee through Magazine Ads like this 
in the LOCALLY-EDITED 
INDIANAPOLIS STAR MAGAZINE’’ /t 


You don’t need to guess how to build jewelry sales in Indianapolis. 
Says Mr. Raymond Goodman, Goodman Jewelers, “Our roto ads in 
the Locally-Edited Indianapolis Star Magazine have been highly 
successful, and when business slows up, we invariably turn to the 
magazine to build our sales volume and store traffic.” 

Whatever your product, you'll find it being successfully promoted 
by a local merchant in one or more of the Locally-Edited Gravure 
Magazines. 

National advertisers, too, are discovering the unusually high reader- 
ship, and circulation impact of magazine advertising at the local level. 


for the man af 


alt wie wants 
steed), ramgrdl, 
Gegendebdly 


Mr. 


In Indianapolis, for example, your ads in the Star Magazine reach 80% 
of Indianapolis families, while the leading national magazine can 
claim only 13% of this important market! 

¢ Locally-Edited for highest readership © Gravure magazine reproduction 
© Newspaper circulation impact ¢ Maximum savings on positives 


‘‘ADS LIKE THIS,’’ says 
Goodman, “appearing in the In- 
dianapolis Star Magazine, have 
considerable sales impact, as 
witnessed by the long pull we 
experience on most ads. This fall, 
we will invest more money than 
ever in our Star Magazine ads.” 


¢ Complete flexibility 


MAGAZIN 

E 

ADVERTis; 
aes NG 


a. LOCAL Leve, 
For more information S - - sd 
about these 12 weekly LY-EDITED vst , 
cnagtopehy ocaAl GRAVURE MAGAZINES 
azines, contact one of the L 
following representatives: ‘ 
The Branham Company ’ ; 
Cresmer & Woodward, 
Inc., Jann & Kelley, Inc., 
Kelly-Smith Co., Moloney, 
Regan & Schmitt, Inc., 
O'Mara & Ormsbee, Inc., 
Scolaro, Meeker & Scott, 
Inc., Story, Brooks & Fin- 
ley, Inc. 


ATLANTA JOURNAL AND CONSTITUTION * COLUMBIA STATE 
HOUSTON CHRONICLE * INDIANAPOLIS STAR 
NEW ORLEANS TIMES PICAYUNE STATES 


AKRON BEACON JOURNAL * 
COLUMBUS DISPATCH * DENVER POST ° 
LOUISVILLE COURIER-JOURNAL * NEWARK NEWS + 
ST. LOUIS GLOBE-DEMOCRAT * TOLEDO BLADE 


TOTAL CIRCULATION OVER 3,189,000 COPIES WEEKLY 
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Shipping costs, insurance, 
and tips on packing are 
covered. Here is your blue- 
print for a safe, easy, eco- 
nomical move. 


eee 
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Things You Ought to Know 
When Moving Family or Employes 


Whether you are responsible for 
moving employes transferred to other 
jobs or your own family, the problem 
is the same: How do you make this 
temporary uprooting as painless as 
possible ? 

Shifting of personnel from one 
home to another can be accomplished 
with a minimum of discomfort if you 
work closely with professional mov- 
ers, engineer the event well in ad- 
vance. Modern moving men, with 
scientific and standardized 
methods, have gone far to eliminate 
the headaches in any move, be it 
across the street or across the nation. 
The key, as James E. Hawthorne, 
executive vice-president of Allied Van 
Lines, Inc., states, is “‘using some 
foresight and a proper blueprint.”’ 

Your planning should start as soon 
as you receive that memo: “The ac- 
counting department is to be trans- 
ferred from this office to our new 
offices in Milwaukee. Please make 
arrangements to move the personnel 
and their families. Everyone but John 
Smith and Mary Jones is making the 
shift.”’ 

Your first step is to call in a rep- 
utable mover. He will relieve you of 
all details so that you have practically 


moving 


84 


nothing to do but make out the check 
when the bill eventually comes across 
your desk. 

If you are unfamiliar with the 
modus operandi of moving personnel, 
the mover’s representative will quickly 
brief you on costs, insurance and the 
kind of service available to you. You 
will discover that in local or intra- 
state moves charges are based on the 
number of man-hours for packing, 
transporting and unpacking household 
goods, Rates vary according to the 
area’s prevailing wages, usually are 
higher in the more populated cities. 

In interstate moves, rates are regu- 
lated by the Interstate Commerce 
Commission. There are set charges 
for all kinds of service (packing, 
crating, piano handling and so forth), 
as well as transportation. That cost 
is determined by weight of household 
goods and distance they travel. To 
arrive at the weight, a moving van 
“weighs in’ empty at a station oper- 
ated by a certified weighmaster. 
Weight of the truck is recorded on the 
bill of lading. When the loading job 
is finished, the truck is reweighed. 
This final weight decides transporta- 
tion cost. 

As for insurance, the mover’s rep- 


resentative explains exactly how much 
protection his company offers. In in- 
terstate moves, ICC regulations usu 
ally limit movers’ liability to 30 cents 
per pound per article, but this is not 
insurance. Rather, it covers the mov- 
er’s maximum liability should an 
article be lost or destroyed. To pro- 
tect your employes fully, you should 
purchase transit insurance or other 
protection arrangement, directed to 
the full value of the household goods 
against practically all forms of loss or 
damage. The cost is about $5 per 
$1,000. 

Transit insurance covers the ship- 
ment only while it is being trans- 
ported. Protection plans such as that 
offered by Allied Van Lines are far 
mere comprehensive, , protect house- 
hold goods from the moment the 
company’s packers set foot in the cli- 
ent’s home until the last empty crate 
is removed at journey’s end. 

In addition to transportation and 
insurance costs, the mover’s repre- 
sentative outlines the service he offers 
to make the move effortless for the 
family: packing, crating, supplying of 
special wardrobe and mattress con- 
tainers, unpacking, and even hanging 
drapes. Your budget determines how 
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Another New Foundry Typifies Trend 


New modern foundry at 


of Fairbanks, Morse & Co. can be seen in bac 


Kansas City (Kans.) plant 


Malleable Foundries look 
to Plant Modernization 


Malleable iron foundries are giving 
close attention to plant modernization 
as one means of meeting today’s 
increased competitive conditions, 
according to Lowell D. Ryan, Manag- 
ing Director, Malleable Founders’ 
Society. 


“More efficient plant operations, inten- 
sified sales efforts and greater attention 
to casting design are expected to strengthen 
the important position malleable iron has 
held for many years among the leading 
engineering materials required by our 
basic industries.”” he added. 


malleable castings in 
recent years have averaged close to | mil- 
lion tons annually. One form of malleable 
iron, a high-strength material known as 
pearlitic malleable, has been a big factor 
in development of new markets by replac- 
ing forgings, stampings and weldments in 


Shipments of 


Lowell D. Ryan 
Managing Director 
Malleable Founders’ Society 


numerous applications. Its production 
now is approaching 100,000 tons yearly, 
about double that of five years ago. 


Formerly considering foundries 
only a fringe market, a prominent 
materials handling manufacturer 
devoted little sales attention to it 
and directed no specific advertising 
to this market. 

Confronted with market statistics that 
showed a challenging sales opportunity, 
he set out to gear his sales and advertis- 
ing efforts to getting more business from 
foundries. Results have been a gratify- 
ing increase in sales, and an improved 
competitive position in this on: 

Making use of Foundry’s Plus 5 
Service, this manufacturer (1) Analyzed 
the markets, (2) Studied potentials and 


Materials Handling Manufacturer 
Boosts Sales to Foundries 


re-checked his sales territories, (3) Made 
full use of ‘Penton’s Foundry List” in 
evaluating prospects, (4) Equipped each 
salesman with a complete card file of all 
prospects in his territory, and (5) 
Launched a promotion program to cul- 
tivate and pre-sell the foundry market, 
based on aggressive advertising in 
FOUNDRY, and using other Plus 5 aids 
supplied by FOUNDRY. 


Plus 5 is a unique and exclusive sales 
development program that makes adver- 
tising to this market pay off in increased 
sales. For complete information on 
Foundry’s Plus 5 Service and its results, 


write FOL INDRY. 
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Meets Today’s Need for 
Higher Efficiency 


Marking a significant trend in the 
foundry industry, a modern and 
highly efficient foundry was recently 
completed by Fairbanks, Morse & 
Co, at its new pump works on the 
outskirts of Kansas City, Kans. 


Sales managers with a stake in the 
foundry market see unusual opportunities 
ahead as the whole industry pushes for- 
ward its drive for more efficient produc- 
tion. The new Fairbanks. Morse foundry, 
for instance, is designed to cut in half 
the man-hours formerly required per ton 
of production for this type of work, 


This new foundry has nearly 150,000 
sq. ft. of floor area. It can produce gray 
iron and stainless steel castings ranging 
in weight from 15 to 2200 Ibs. Features 
of the foundry include: Pneumatic deliv- 
ery of sand through pipes: overhead con- 
veyor for handling hot castings; liberal 
use of ventilating, exhaust and dust col- 
lecting units. 


Foundries Plan More 
Mechanization 


Buying intentions reported in a new 
Inventory of Foundry Equipment 
compiled by the editors reveal the 
industry plans more modernization 
and mechanization. 


The percentage of foundries indicating 
buying intentions equals or exceeds. in 
nearly all lines of equipment, the per- 
centages reported by FOUNDRY’s 1947 
study. This comparison is particularly 
significant because seven years ago the 
industry was attempting to expand ca- 
pacity in the face of extremely heavy 
postwar demand. 

The new 1954 Inventory of Foundry 
Equipment will be helpful in advertising 
and sales planning A copy is available 
on request. 


A Penton Publication 


much of this special service you buy 
for each employe. 

Once preliminary details have been 
settled with your mover and a tenta- 
tive moving schedule worked out, he 
takes over. He visits each family to 
discuss details of the move and to 
complete arrangements, 

In the meantime, to maintain the 
best employe relations, you should do 
everything possible to reassure the 
personnel involved. Frequent personal 
interviews and interim memos about 
the upcoming shift ease their minds. 
Even though they are making the 
change voluntarily, the temporary up- 
rooting can be disturbing if it is not 
handled with consideration. 

You can lean heavily on your mov- 
er'’s representative to help you here. 
He is well equipped to handle this 
potentially trying situation and you 
can count on him to be considerate, 
thoughtful and reassuring in his con 
tacts with the families. 


Moving Tips 


Another way you can help your 
people over the first hurdles is to pro- 
vide them with a mimeographed 
check list of moving tips: 

¢ If possible, draw up a general 
floor plan of your new home for the 
moving man. By knowing exactly 
where to place your furniture, the 
mover works faster, saves time and 
money. 

¢ Give post office your forwarding 
address and send change-of-address 
cards to friends, insurance companies, 
motor vehicle and drivers’ bureaus, 
gas and electric companies, magazine 
publishers and Selective Service Board 
(if applicable). 

¢ Call schools to transfer chil- 
dren’s records and credentials. 

¢ Check with your doctor and 
dentist for advice about members of 
their professions in your new town. 

¢ Notify milkman and news dealer 
to discontinue service. 

¢ Close out your bank” accounts, 
settle charge accounts. 

With this kind of planning you can 
transform your employes’ M-Day 
from a dreaded nightmare into a joy- 
ful adventure. 

For those not lucky enough to 
change homes at company expense, the 
approach to the moving problem is 
basically the same. If you are bossing 
the show, you have not only the re- 
sponsibility of finding a_ reputable 
mover, but you must determine how 
much professional packing service and 
insurance your budget allows. 

It is well to remember that for 


Try an Experiment on this Page 


Try a simple experiment. Assume that you consider this page to have 
some lasting interest. You want to file it. Tear it out along the scored 


edge. . 


.. Easy, wasn’t it? If you don’t realize fully how easy and satis- 


factory it was, try tearing out pages from any side-stitched magazine 


which is not so scored at the edges. 


It’s an experiment with us, too. It adds considerably to our produc- 
tion costs and we shall consider it worth-while only if a substantial 
number of subscribers will take the trouble to tell us that they appre- 


ciate the innovation. 


Philip Salisbury, Editor 
SALES MANAGEMENT 
386 Fourth Avenue, New York 16, N. Y. 


interstate moves ICC rules state that 
movers cannot deliver or relinquish 
articles of shipment until all tariff 
charges have been paid in cash, by 
money order or certified check, except 
where other arrangements have been 
made in accordance with ICC regu- 
lations. If you are unable to meet this 
requirement, you may find your house- 
hold goods being trundled off to a 
warehouse. If that happens, don’t 
blow your top at the mover—he’s only 
carrying out the law. Just be sure 
beforehand that you can pay charges 
in the required manner. 

To assist you in the complex pack- 
ing job necessary to properly protect 
your goods, a_ professional 
offers these tips: 

¢ To pack china, wrap large plat- 
ters and heavy pieces individually and 
put them in the bottom of the barrel. 
Make up “sets” of three of saucers 
and plates of the same size, using a 
quantity of stripped paper between 
each dish. Secure the “set” with an 
outside wrapper of tissue or heavier 
paper. The finished package goes on 
its side—not flat—and separate layers 
of sets with plenty of paper. 

¢ Glassware and small decorative 
objects should be individually 
wrapped in tissue and set near the top 
of the barrel. Don’t nest unwrapped 
glasses within each other. Place 
wrapped glasses right side up, not on 
their sides. 

¢ Put books and phonograph rec- 
ords in extra heavy cartons, wooden 
boxes or crates. Record albums go on 
end, side by side, for greatest resist- 
ance to weight pressure; books back 
to back to prevent the pages from get- 
ting interlocked and damaged. Valu- 
able books should be wrapped indi- 
vidually in heavy paper. Thirty av- 
erage books to a box is one man’s 
load, so bear that in mind! 


mover 


¢ Clothing can go right from the 
closet on hangers into dustproof card- 
board wardrobes obtainable from your 
mover. You save time, cleaner’s bills. 

¢ Take down small pictures and 
mirrors, removable fixtures and racks. 
Protect large mirrors and pictures 
with a coat of paper before crating. 

¢ Don’t roll up mattresses because 
this may damage both springs and 
fabric covering. Use the special mat- 
tress cartons your mover supplies. 

¢ Don’t pack dresser drawers with 
heavy items. This makes the furni- 
ture hard to handle and may cause 
damage. 

¢ Seal corks and stoppers of used 
cosmetic jars, medicines and perfume 
bottles with natural nail polish, par- 
afin or masking tape before placing 
in a separate carton. This will pre- 
vent leakage. Never pack inflam- 
mables. 

¢ Remove casters from furniture, 
put each set in individual sacks, tagged 
for easy identification. 

¢ Remove all jewelry, cash and 
important papers from drawers. It is 
best to keep these valuables in your 
immediate possession during the move. 

e If you are taking your refriger- 
ator, defrost it, wipe it dry, have it 
serviced for moving and the motor 
bolted down. Have gas disconnected. 
Before moving day have your tele- 
vision set, phonograph and automatic 
washing machine checked and mov- 
able parts properly secured. Be sure 
antennas are down and ready for 
packing. 

¢ If you have a food freezer, be 
sure to discuss its handling with your 
mover before arrangements are com- 
pleted. Reputable movers will not ac- 
cept for shipment frozen foods unless 
certain conditions are met. 

Here, then, is a blueprint for a 
safe and easy move. The End. 
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Even Izaak Walton couldn’t answer this one. It takes all three, 
of course. 

Selling in the appliance, radio, TV business takes all three, too — the 
distributor, the distributor salesman and the retail dealer. Working to- 
gether on the same line, they get sales results. 

Don’t overlook this fact when you make your sales and advertising 
plans. And don’t overlook the important fact that Electrical Dealer is 
the magazine that covers all three groups. It is the only magazine that 
publishes a special edition for appliance, radio, TV distributors and 
distributor salesmen. 
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NOW, 40 YEARS OF AUTHORITY ARE BACK OF ABC 


Are you using...to the hilt... 


One of the most scientific market research studies you can make in any field 
doesn’t cost you a cent. For the more you dig into an ABC report, the more 
you get out of it. If you know what the cold figures really mean in terms of 
markets and readership and the force of a publication, you can find a wealth 
of information there. 

Time was, when a publisher could claim big circulation . . . and didn’t have 
to prove it. No one saw his books . . . or even knew what he meant by net paid 
circulation. Before the Audit Bureau of Circulations existed there were no 
standards for measuring what you bought when you bought space. 

Now, with ABC, close to 2,700 member publishers open their books .. . 
and 65 ABC auditors comb them through to match facts and figures against 
rigid rulings. You have a uniform report on how much circulation . .. and who 
...and how...and where ...and other facts that are an index to the circu- 
lation’s quality. 

Do you know how to dig all the nuggets out of these reports? To most ad- 
vertisers and agencies, ABC statements are basic tools; they tell tough, realistic 
tales about markets and media. To many, the technical details in small type 
may be a little obscure. But they are more informative than many a blazing 
headline, if you look into what they mean—to you. 

This is particularly true in business publications, where you buy specialized 
circulation, to meet specialized objectives. Here’s what the blue sheets tell you. 


THE ASSOCIATED BUSINESS 
PUBLICATIONS. 2% 22050. Now vou, 


More than 2,470,000 subscribers are now paying over $9,847,000 a year to read ABP 
papers...and the number is growing steadily. You can be sure of active reader 
interest in papers worth that many millions to millions of readers. 

Founded 1906 For the full story write for the ABP folder: The Plus of Paid Circulation. 
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REPORTS 


What you can get out of the ABC reports... 


1. What’s the NET PAID? 


Total distribution is different from total net paid cir- 
culation . .. 80 ABC reports both. (For example, the 
copies advertisers receive free are subtracted to get 
the “net paid’’.) Then ABC breaks down the paid 
circulation into individual subscriptions and single 
copy sales . . . counts subs sold to companies and in 
bulk. All of it can be good circulation, but ABC feels 
you're entitled to decide that for yourself. 


2. Who subscribes to it? 


Some of the most important facts about markets are 
found in ABC’s “‘business analysis” of business 
paper circulations. They show what field a’ paper 
serves and sells...how many firms of different 
types ... and often, titles and job levels, too. This 
is tremendously valuable research data for your own 
market planning and copy writing. 


3. Where’s the circulation? 


State by state across the country, and in foreign 
countries, ABC audits the number of subscribers. 
This you can match against your market potential 
and your own sales figures. 


4. What does the reader pay? 


That can mean a lot to you... and so can the way 
he pays. If the publication is paid for, you can be 
sure it’s doing a job for subscribers; if it’s worth 
their dough, chances are it’s worth yours. 


5. Any arrears? How are renewals? 


By ABC rule, publishers may extend expired sub- 
scriptions for three months, giving slowpokes or 
“‘arrears” a chance to send in their renewal checks. 
But the same ABC rule ensures a clear picture of 
paid and unpaid subs by insisting that the percentage 
of “arrears” be shown on the audit report. And you 
can check a publication’s continuing values by noting 
how many subscribers renew. 


6. What about editorial quality? 


There’s a lot to be learned about the impact of a 
business paper, its editorial direction and service-to- 
the-field, in ABC reports, for paid circulations haye 
got to give subscribers enough vital help and in- 
formation to keep them reading . . . and buying. So, 
subscription analyses are a fine yardstick of reader- 
ship, too. And paid subs are one reason why ABC 
publications are likely to be leagers in their fields. 


7. There’s a long record to go by... 


Attempts at audited circulations go back many, 
many years. But not until the Audit Bureau was 
founded in 1913, with advertisers and agencies in 
the driver's seat, were there industry regulations to 
depend on. In back files of ABC reports you can 
explore the growth or decline of a market or a 
publication ... you can dig with profit to compare 
the growths (or weaknesses) of different publications, 
and see how stable they really are. 


All this provides a sound base for ad planning and media buying. 


ALL MEMBERS OF ABP ARE PAID CIRCULATION PAPERS...MEMBERS OF ARC 


OCTOBER.15, 1954 


9! 


BANGOR’S GOT IT! 


$125,000,000 
BUILDING BOOM 


The great market area served 
by Bangor is definitely on the 
UPSWING. Always a_ good 
market — Industrial Expansion 
is leaping ahead. The world’s 
largest deposit of MANGAN. 
ESE ore is soon to be developed 
in this territory. Now we're 
growing faster than ever. 

Get the whole story — send 
for “Boom Ahead in the Bangor 


Market.” 


“Lost Sales" Quiz +28 


Neighborly Newton 
“The Easy-Going Eagle 


“Maine's Largest Daily Newspaper” 


Bangor Daily News 
67,071 Daily — 71,619 Sat, Sun. 


Rep. by Johnson, Kent, Gavin & Sinding Inc. 


—MARKETING 
HANDBOOK 


® Scientific selling methods 

you need to get impressive 

results in today’s changing 

markets. 30 full sections 

cover — market research; 
distribution; industrial mar- 

keting; advertising media; 
packaging; pricing; sales 
promotion, organization; 

| public relations, etc. 

69 Contributors. 226 ills. 

1321 pp. $10 

The group of Ronald Handbooks — 
each recognized as standard in its 
field—also includes: 
ACCOUNTANTS’ HANDBOOK 


Over 90 Contributors. 287 ills., tables, 
1505 pp. 3rd. Ed. $10 


Cost Accountants’ Handbook 
Over 70 Contributors. 556 ills., tables, 
1482 pp. $10 


FINANCIAL MANDBOOK 
65 Comtributors. 139 ills., 1289 pp. 
3rd. Ed. £fo 


PERSONNEL HANDBOOK 
65 Contributors. 262 forms, ills., 1167 
$10 


Pp- 

PRODUCTION HANDBOOK 
90 Contributors. 771 forms, charts, 
ills., 1676 pp. $10 


Send for these Handbooks. Save postage 


by remitting with order. Books return- 
able if not satisfactory. Dept. SM-2 


= THE RONALD PRESS COMPANY 
15 East 26th St.. New York 10 


... Spends too much time on those 
prospects with whom he feels welcome 


HE LOSES SALES BECAUSE .. . 


a) . . . he spent too much of the interview listening to the 
prospect 


b) ... he concentrates on “nice guys” instead of solid 
prospects 


c) ... he was “keeping up contacts” but not making sales 
calls 


As you guessed, Newton never planned a sales call in his life. 
(b) If he had he wouldn’t be spending so much time with this 
prospect, who happens to belong to his lodge (country club, 
fraternity, etc.) 


Like every salesman, your time is worth money, so why invest 
that time on an unprofitable “easy call.” This won’t happen 
if you do as top salesmen do. Plan your calls a week in 
advance. Before each week begins know exactly what profit- 
ab’e calls you expect to make each day. So many new prospect 
calls; so many service calls on good customers and so many 
calls on people who haven’t yet begun to buy. Then spend 
only as much time with each one as its potential volume 
deserves. 


© 1954 William G. Damroth & Co. 


Editor's Note: Sixteen of these sales cartoon quizzes have been bound in a handsome, two- 
color booklet titled “The Lost Sale." Order your copies now. Prices: $1.00 per copy up to 
11 copies; 80c per copy 12 to 99 copies; 60c per copy 100 or more copies. Send order and 
check to Sales Management magazine, 386 Fourth Ave., New York 16, N. Y. 
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You just can't help but hit Paydirt! 


ONE BIG 
MARKET 


1% MILLION 
PEOPLE 


BUYING 
POWER of 
$1,864,132,000* 
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Salt Lake Intermountain Market 


In this Uranium-rich market 114 million prosperous prospects annually dig up 
and spend $1,864,132,000*. Some of this belongs to you. Claim it now with a 
consistent advertising schedule in The Salt Lake Tribune and the Deseret News 
and Telegram. Your sales message in these two papers is the one way you can 


reach this entire market with impact that will produce plus profits. 


*Consumer spendable income 
1954 Consumer Markets 


go Pg 
“> Che Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS wo 
Salt Lake Felegram (eveninc) 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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AT LEFT 


is new individual package for 
Cameo curtains. 


Above, is the Cameo 


Selecta-Pak Rack. New package cuts time 
required by salesperson to find right stock, 
reduces handling and returns to stores. 


Look! No Wrinkles! 


Cameo Curtains, Inc., adopts a new unit pack which offers a 


variety of benefits to consumer and retailer alike. 


Now improved packaging has en- 
hanced the saleability of another difh- 
cult-to-pack product: curtains. 

Cameo Curtains, Inc., New York, 
recently introduced curtain - pairs 
packed in individual boxes, clearly 
labeled for quick identification, and 
not folded, but rolled around corru- 
gated board to prevent creasing. 

The new packaging plan was 
adopted after a year-long study by 
Robert Ziedman & Associates, indus- 
tria}) design and packaging engineer- 
ing consultants. 

As a result, Cameo now has new 
benefits to offer both retailer and 
consumer, and a fresh slant for its 
advertising and sales promotion. 
Until recently curtains were a night- 
mare to the retail world. Packed 10 
or 15 to the box, they were stacked 
high in the stockroom. When the 
saleswoman wanted to show a pair to 
a customer she usually had to climb 
a ladder, grope in a box, perhaps in 
the middle of the stack, grasping the 
cloth and stretching it as she removed 
it. Often she bruised or scratched her 


94 


hand. She then showed a curtain 
creased from being folded in the box. 
If the customer: did not buy, the 
saleswoman had to reverse the pro- 
cedure in putting the curtain back, all 
too often getting it into the wrong 
box (wrong size, Dacron with nylon, 
etc.). These stock mix-ups added an- 
other hazard: Customers sometimes 
got what they did not intend to buy 
—the wrong size or fabric. Returns 
were high, 15% and even 20%. 

Study of the situation at the retail 
level revealed that: The salesclerk 
spent, on the average, 25% of her 
selling time climbing up and down 
ladders, pulling out curtains and 
cramming them back; valuable stor- 
age space was being wasted, since 
quantity-pack boxes were 35% air; 
the average cost to the store for wrap- 
ping and shipping each pair of cur- 
tains was 14 cents. 

The customer was not happy. Cur- 
tains had to be ironed before use. 
Sometimes they had to be laundered. 

In Cameo-Pak, the new box which 
measures 1314” x 16” (varying in 


depth according to the bulk of the 
merchandise), curtains are ready fo 
hanging when purchased: They are 
tissue-wrapped at points of strain and 
rolled, not folded, over corrugated 
board. This new packaging method 
was adopted after standardization of 
the folding and packaging of more 
than 1,800 different sizes, styles and 
types of curtains. Displays emphasize 
the ready-to-hang-when- purchased 
feature of the newly packaged cur- 
tains; cards furnished by Cameo state, 
“This Curtain Was Hung Right 
From Cameo-Pak Without Ironing.” 

The new package has several other 
advantages. A four-color lithograph 
cover label shows a room setting fea- 
turing the curtains in that box. A 
panel label, visible when boxes are 
stacked, gives curtain dimensions and 
color—the color indicating whether 
the matg¢rial is nylon, Orlon, Dacron 
or fiberglas. No rewranping is neces- 
sary: The customer may carry awa) 
the package as it comes from stock; 
for delivery it need only be sealed and 
addressed. 

One marked advantage to retailers 
is the decrease in returns: The mer- 
chandise is clean and fresh; the cus- 
tomer gets exactly what she wants, 
the label preventing errors; a flyer in 
the box requests the customer to re- 
check size of her windows before 
hanging curtains, specifies that the 
package be returned intact for ex- 
change. 
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now a NEW MAGAZINE teons up wt 


Packaging Parade to maintain complete coverage of a 


Reach and sell the 18,361 key men who 


make the decisions on retail packaging 


Upwards of $8 billion dollars is being spent this 
year on packaging and packaging equipment— 
most of it to package the multitude of goods that 
are sold off retailers’ shelves and counters. To 
reach and sell the 18,361 hand-picked (BPA) 
prospects who are responsible for packaging 75% 
of all packaged goods sold at retail, 312 suppliers 
to the industry scheduled 54,672 lines (1139 
pages) of advertising in PACKAGING PARADE 
during 1953. In 1954 even more advertisers are 
spending more money in, and using more space 
in, PACKAGING PARADE thad ever before. 

In PACKAGING PARADE you can tell your 
Story with maximum impact on the king-size 
(9 x 12) pages. Your advertising dollars go 
farther in PACKAGING PARADE because you 
buy and pay only for selective coverage of major 
package users and thorough penetration to all 
buying influences within these companies. 


r | 
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A new magazine exclusively for 
industrial packagers 


After three years of research, the Haywood Pub- 
lishing Company is launching a new packaging 
publication devoted to the vast but heretofore 
neglected field of industrial packaging. Packaging 
the products of America’s great industrial machine 
is a vast field, even though this segment of the 
packaging field is still in its infancy. It encom- 
passes bulk foods and chemicals, office machinery, 
engines, metal parts, major appliances, and all the 
great variety of industrial products that must be 
packaged for protection. 

INDUSTRIAL PACKAGING, with ar’ initial 
circulation in excess of 12,000 directed to manu- 
facturers and users of packaging for protection 
of industrial products, offers you an excellent new 
selling opportunity... A selling opportunity not 
available in any other magazine. For sample copies 
and full information about either of these maga- 
zines, write or phone your nearest Haywood office. 


Chicago: 22 E. Huron St. * New York: 101. Park Ave. * West Coast: McDonald-Thompson 


PUBLISHERS OF PACKAGING PARADE + BOXBOARD CONTAINERS «+ ELECTRIC LIGHT & POWER © ELECTRICAL DEALER 
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There are two basic reasons 
why people buy from a sales- 
man: (1) they think he can 
give them more for their 
money than anyone else; (2) 
they like him. And the sec- 
ond reason is far more im- 
portant than the first. 


—Jack Lacy 
Lacy Sales Institute 


It is psychologically sound to warn 


‘ 


that merchandise be returned “in- 


These are tact.” Previously many women had 


no qualms about guessing at their 

1 2 f th TOP 1 5 window sizes, taking out three dif- 

0 e ferent sizes of curtains on approval— 

knowing they might keep one and 

shows in Memphis return the other two. Returned cur- 

tains usually had to be sold as “sec- 

PROGRAM *RATING onds,” a hardship in view of the high 

aS percentage of returns. 

BOXING se The new package inspires respect; 
LIFE OF RILEY 39. discourages careless handling. 

Gaining approval of retailers and 

BIG STORY cooperation of their sales staffs for 

caine . Per the new method of selling was not 

RACKET SQUAD ied dificult. Cameo announced the new 


ROBERT MONTGOMERY 31.8 packaging to the trade by direct mail 
a ‘ and business paper advertising. Irv 
FIRESIDE THEATRE 31.5 Zuckerman, sales promotion manager, 
DRAGNET ke | Ble and members of the sales staff visited 
stores and talked to buyers and sales- 

GREATEST FIGHTS 30.0 


people, demonstrating the advantages 

MARTIN KANE 29.8 of the new packages. 
Cameo Curtains, Inc., is merchan- 
FAVORITE STORY 29.3 dising the program at all levels. 
on ae aaa ; Media include home service publica- 
MR. DISTRICT ATTORNEY 29.5 tions and television. The NBC-TV 
LORETTA YOUNG SHOW 28.5 “Home” show, with Arlene Francis, 
will be used in the fall. The Wexton 
Co., Inc., New York, is the agency 
exclusively in Memphis over WMCT! for publication advertising, and 
Friend Reiss Advertising, New York, 
(*according to Pulse for radio and television. Stores re- 

survey of June, 1954) < 

ceive: mats for local newspaper ad- 
vertising; “no ironing” cards for dis- 


TO SELL MEMPHIS ss plays of curtains at simulated win- 


dows — a wrought iron dispensing 
YOU NEED rack furnished free with orders of 54 


— or more pairs of curtains. 
‘ TV advertising stresses no-ironing 
‘ angie. Curtains are withdrawn from 


the package to show that they can be 
CHANNEL 5 hung immediately. 

MEMPHIS’ FIRST Cameo sells a wide range of cur- 
TV STATION : tains and draperies from $3.98 to $50 
a pair. Biggest volume is not in the 
lowest-price lines, but nearer $9.99 
for a ruffled nylon item. Even though 
the new program has required exten- 
sive research and installation of pack- 
aging machinery, it is already paying 
off to the point where savings are be- 

ing passed along in lower prices. 
The End. 


ee ee 
’ 


. and, of course, these shows are heard 


National Representatives The Branham Company 

Owned and Operated by The Commercial Appeal 

NBC Affiliate © Alse affiliated with ABC and 
DuMont 
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Almost half of all of Cincinnati’s daily retail linage comes from just two sources—grocery and de- 
partment stores. And in both, the Times-Star, with a retail rate at least 10%, above either of the other 
dailies’, through the first 7 months of ’54 continues to command its long-standing and significant lead. 


NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 
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Tile FUDGE THAT MADE 


10 YEARS AGO, AMERICAN AIRLINES 
THE WORLD'S FIRST SCHEDULED 


On October | 5th, 1944, businessmen found a new way to 
send their wares to market when an American Airlines 
DC-3 flew the first flight of the first scheduled airfreight 
service. Though the event could not compete with the war 
headlines of the day, it did make news—and good news—to 
those seeking better methods of distribution. 

In the first full year of operation alone, American Air- 
lines delivered more than 2,500,000 pounds of cargo con- 
sisting mainly of fish, flowers and pharmaceuticals. Suc- 
ceeding years saw impressive gains in both volume and 
variety as well as American’s introduction of the first all 
cargo aircraft to be employed in scheduled freight opera- 


tions. Today—with ponderous as well as perishable prod- 
ucts moving daily by air, the amount of freight carried 
by American in 1954 is expected to exceed 100,000,000 
pounds—again establishing American as the leading car- 
rier of Air Cargo. 

With service to leading industrial centers throughout 
the United States, American Airlines Airfreight is an in- 
dustry-wide offering whose full potential can only be 
measured by the imaginations of those who explore and 
employ its services. American Airlines, Cargo Sales Divi- 
sion, 100 Park Avenue, New York 17, New York. 


W A 


MERICAN AIRLINES 


Amencas Leading Airline 
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October 15th, 1944—An American 0C+3 
erlang hig Ale makes the FIRST scheduled cargo flight. 
eo 


Ohh 


INAUGURATED 
AIRFREIGHT SERVICE 


Fd 


iy, eran AIRLINES. 


Amerveas Leading Airline 


Air Freight 


- 


VOLUME OF CARGO CARRIED BY AMERICAN AIRLINES AIRFREIGHT 
FROM 1944 THROUGH 1954 98.7 *100. 


(figures in millions of pounds) = - 


r 


13.2 


“estimate 1946 1947 1948 1949 1950 1951 1952 1953 1954 
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So? MAKE IT 


MILK 


ay 


Somebody decided to be gay about it. 


For the rest 
of your life... 


MAKE if MILK | 


eo 


SAN FRANCISCO MILK INDUSTRY 


Dairy Folks Stretch Promotion Pennies 
With Small-Space Ads 


Copy treatment was bright and insertions were frequent. 
Milk companies all over the country wrote the original spon- 


sors and asked, "Please, may we steal your campaign?" 


If small-space, multiple-run adver- 
tising is good for the milk industry, 
why not for other groups or com- 
panies with, say, agricultural sur- 
pluses to move, or just routine mar- 
keting to stimulate ? 

Faced this summer with a milk 


100 


and dairy products surplus—but ne 
surplus promotion funds—the dairy 
industry in northern California de- 
vised this means of stimulating mar- 
keting: Small-space advertising did a 
big-space advertising job. The pro- 
gram proved so effective that indi- 


vidual dairy firms throughout the 
United States, as well as industry 
groups, are adopting the tactics, using 
the same copy. 

The three-month campaign, spon- 
sored by the California Dairy Indus- 
ery Advisory Board, Sacramento Milk 
Council, San Francisco Milk Indus- 
try, and East Bay Producers’ Milk 
Council, appeared first in California 
newspapers only. It consisted of 20 
two-column, three-inch advertise- 
ments run on a one-a-day schedule in 
each newspaper throughout the week. 
In some cases two ran in each news- 
paper. Result: In spite of the pint-size 
copy, at the end of a week readers 
were under the impression they had 
seen the advertisements on just about 
every page of every paper. 

Brisacher, Wheeler & Staff, San 
Francisco, who created the series and 
who have served the CDIAB since 
its inception eight years ago, were 
harassed with more than budget 
limitations in this promotion. They 
had to consider the multiplicity of 
uses, markets, age groups and other 
facets . . . and stimulate consumer 
interest in a product which has hardly 
changed in the memory of man. 


Two Cartoon Samples 


A light, bright treatment was 
adopted as attention-winning, easy to 
remember. But the whimsicality had 
serious overtones. Sales cartoon at the 
top on this page shows the message 
which was aimed at prospective morn- 
ing and daytime markets. These ap- 
peared in morning newspapers. The 
sales cartoon below illustrates the 
nightside crusade, carried on in the 
evening newspaper editions. 

Creators of the layout explain that 
it was planned with values beyond 
those of grease-pencil cartoons; that 
as a combination of primitive and 
modern art, it was theoretically at- 
tractive to all age groups and thus 
qualified to deliver the message at a 
public service level. 

The messages, developed independ- 
ently of the comprehensive milk con- 
sumption study made by Alfred Politz 
for the American Dairy Association, 
were found to be “‘on the beam’”’ when 
this nation-wide survey of 3,905 con- 
sumers was released recently. 

For example, the advertisements 
aimed at... 

Selling milk as a breakfast 
beverage. (Politz found that milk 
has its greatest popularity at lunch 
and supper. ) 

Holding and expanding the 
market for milk among children. 
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Iu Galtimoere...ouly the 
NEWS-POST offere the 


Most Coverage at a 
One Paper Rate! 


Ii all you want is the facts, ma’am or sir... here they 
are! Baltimore offers an estimated 387,000 households* 
with an approximate Consumer Spendable Income of 
$2,140,658,000.00. It’s both easy and inexpensive to sell 
more than half these 387,000 households, because your 
advertising placed in the NEWS-POST will reach 54% 
” of the newspaper-reading homes in the ABC City Zone 
os of Baltimore. 


ROBE That’s the story ... one paper ...a one-paper rate and 


54% coverage ... the most. To sell Baltimore, use the 
= = NEWS- POST! 


Baltimore News-Post 


A Hearst Newspaper, Represented Nationally By Hearst Advertising 
Service with Offices in Principal Cities 


beg ai | 
had | 
| 


%¥ U. S. Census Bureau estimate of 
4 occupied dwelling units in ABC 
Zone of Baltimore 
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You Gan Get Here 


“FIRST with the MOST” 
from Central 


BIRMINGHAM 


Gen. Nathan Bedford Forrest, 
famous Confederate cavalry lead- 
er, said that the way to win battles 
was to get there first with the most 
men. 


In these highly competitive 
times, when many outlets are 
carrying limited inventories, the 
best way to win customers is to get 
there first with the most goods. 


Because of Birmingham’s cen- 
tral location in the heart of the 
growing Southeast, you can reach 
all its major buying centers in less 
time than from any other city in 
this area. 


OVERNIGHT 


by fast motor freight you can reach: 


Atlanta, Ga.; Chattanooga, Tenn.; 
Charlotte, N. C.; Charleston, S. C.; 
Columbus, Ga.; Jackson, Miss.; Mo- 
bile, Ala.; Jacksonville, Fia.; Little 
Rock, Ark.; Knoxville, Tenn.; Louisville, 
Ky.; Memphis, Tenn.; Montgomery, 
Ala.; Nashville, Tenn.; New Orleans, 
La.; Shreveport, La., Savannah, Ga.: 
Tampa, Fla., and intermediate points 


Fast rail service is likewise 
available over 9 trunk lines to all 
sections of the nation. Both rail 
and truck rates are most favorable 

The Birmingham Committee will 

be glad to work with you in find- 

ing a desirable location for your 
warehouse or sales office, or ar- 
ranging for financing and construc- 
tion of a building according to 
your specifications, For further 
information, write t° is Committee. 


BIRMINGHAM 


COMMITTEE OF 100 


1914 Sixth Avenue, North 
Birmingham, Ala. 


venience of readers. 


Another FIRST for Sales Management 


Most of the pages in this issue are “scored” at the inside margin so 
as to make it easier for you to detach them for filing. The exceptions 
are where plates bleed into the gutter. We believe it’s the first issue 
of any American magazine to be so perforated for the greater con- 


Whether it remains an experiment or becomes an every-issue fea- 
ture depends upon subscriber reaction. 


Do you like it enough to tell us so? 


Philip Salisbury 

Editor 

SALES MANAGEMENT 
386 Fourth Avenue 
New York 16, N.Y. 


(Politz found that children under 15 
drink about half the milk consumed. ) 

... Converting adults to milk from 
other beverages. (Politz found that 
coffee is about twice as popular as 
milk in the adult diet; and that the 
use of milk declines with advancing 
age through life. ) 

Angled for a special appeal, each 
advertisement nevertheless incorpo- 
rated all appeals to all age groups, 
got its story over in a flash. The cam- 
paign relied upon this “flash” plus 
the cumulative effect of multiple ap- 
pearances for the total effectiveness. 

The low cost per advertisement 
made the multiple appearances pos- 
sible: 28 for the approximate space- 
cost of a full page. Industry men 
claim that the bright copy helped 
secure favorable placement for the 
advertisements. 

The series ran in April, May and 
June, in major California metropoli- 
tan dailies and numerous B publica- 
tions. Accompanying the newspaper 
program was a car bumper strip 
campaign with the slogans ‘‘Make 
Mine Milk,” or “Make It Milk.” 
Of these, 30,000 were given out by 
CDIAB offices to dairy firms for 
distribution. 

No sooner was the campaign under 
way than industry associations in 
California began to receive wires, 
letters and telephone requests from 
dairy firms all over the country who 


wished to use the advertisements. 
Richard J. Werner, executive director 
of the Milk Industry Foundation, 
Washington, D. C., wrote: “Milk 
should be used round the clock by ai/ 
age groups. There is a great deal to 
be told, and this sparkling series of 
small-space newspaper ads just won’t 
let consumers overlook these things 
that ‘everyone’ knows but too fre- 
quently forgets. These ads can be 
effective in educating the public to 
drink more milk—and at a very low 
cost to the industry. They should be 
used from coast to coast.” 

The California people, pleased by 
this recognition from what they con- 
sider an “association of associations,” 
made the series available to Werner’s 
office, supplying some 1,200 sets of 
proofs of the entire series. The Foun- 
dation mailed them to every inter- 
ested dairy group in the United States 
and Canada. Permission was given to 
use copy free of charge “for the good 
of the industry,” and “‘in the interests 
of moving surpluses.” 

Since milk sales figures are not 
published until about three months 
after the month computed, California 
milk officials cannot report on the 
campaign’s specific benefits to the 
industry as a whole. They do claim 
that it was, and continues to be, 
“effective” and plan to repeat the 
method in subsequent industry pro- 
grams. The End. 
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putit AC A PS an Arecat — Press-Scimitar 


MY ABJECT 
APOLOGIES! 


My head is bloody and somewhat bowed. Over- 

come am I with shame and chagrin. My golf 

game is horrible and I suffer from loss of appe- 

tite . . . there are black spots before my bleary, 

glazed eyes. Rad | 
THIS IS WHY. With child-like faith, I asked our New York office to 
interview 25 top New York agency space buyers and ask them this easy to 
answer question: 

“Of these six southern cities, which ranks first in 

wholesale sales—Atlanta—Louisville—Memphis 

—Dallas—Hcuston or New Orleans?” 

Only four answered correctly—just four out of 

25—and in my ignorance I thought everyone 

knew that Memphis is 


Isr IN THE SOUTH 10rn IN THE NATION.* 


The shame of it! The boss—all six of them—look 
at me with scorn. Perhaps next month’s pay 
envelope is a dubious uncertainty. Please—re- 
member for my sake—lIst in the South, 10th in 
the Nation in merchant’s wholesale sales.* That’s 
Memphis. 

And next month I have to tell you the Chicago 
story. Heaven help me! 


Despondently, 
/s/ Bill 
W. O. Sturdivant 
As of this date 
Manager, General Advertising Department 


*In merchants wholesale sales 


S.M. — S. of B.P. 5/10/54 


Two Dailies and the South's Greatest Sunday Newspaper 


THE A = MEMFHIS = = 


SCRIPPS-HOWARD NEWSPAPERS : 
fl scnirps HOw AnD) 
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Panels 


4 EER SE OE PO 
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Distinguished Salesman’s 


Awards 
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Best Liked Sales Meeting 


In the belief that there’s a reservoir 
of talent, largely untapped, among 
sales clubs’ own members, we asked 
secretaries of National Sales Execu- 
tives Clubs: “What was your most 
successful meeting of the year, staged 
by your own members ?” 

Of the 37 reporting, choices were: 

Panels, 20 

Training clinics, 5 

Distinguished Salesman’s Awards, 4 

Presidents’ Nights, 3 

Miscellaneous (including talks), 9 

There was some duplication, and 
some clubs gave second choices. Sev- 
eral clubs mentioned panels, staged 
jointly with purchasing agents’ . or 
credit managers’ groups, which, by 
strict definition, means outside talent. 

Here are brief outlines of meetings: 


Panels. Because they encourage 
audience participation, panel meetings 
are well liked. The Kansas Sales Ex- 
ecutives Club, Wichita, put on a pro- 
gram in which all 150 members took 
part: 

Three sales managers were given 
five minutes apiece to describe their 
respective sales problems. The other 
members were seated at tables in 
groups of eight. Each group selected 
its own spokesman, and was given 
four minutes for joint discussion of 
the sales managers’ problems. When 
a conclusion was reached, it was set 
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asaibees taremseresinstnees ences 


Presidents’ Night 


OF OME te elle een et bent tet te Canee 


Training 


down on a card. Then, one by one, 
the spokesmen were directed by the 
moderator to rise and read their sug- 
gestions. 

The proceedings took an hour-and- 
a-half, and members were enthusiastic 
about the quality of the suggestions. 


Sales training. Training courses 
usually ran through more than one 
meeting. Sometimes the training was 
given to salesmen in members’ com- 
panies. In some instances members 
assumed responsibility for training 
outsiders, students at local schools, 
etc., with a view to increasing the 
pool of candidates for sales work in 
their communities. 

Highly successful was Memphis’ 
eight-week training course, put on 
jointly with the local YMCA. Open- 
ing night attendance, in freezing 
weather, Jan. 12, 1954, was more 
than 1,100, and the figure rose as 
the weeks went on. 

A different subject was discussed 
at each of seven meetings. 

Two different speakers appeared at 
each meeting. 

Typical subject: “Why People Buy 
and Why People Don’t Buy—Basic 
Urges and Failure to Create Desire.” 


BY ETNA M. KELLEY 


ideas 


were circulated 
with prizes for the best 


Written questions 
each week, 
answers. 


DSA awards. Four clubs report that 
they preferred the programs at which 
the Distinguished Salesman Awards 
were presented. These programs ap- 
pear to be fairly standardized: a 
luncheon or dinner, with a talk or 
two, and the distribution of the 
awards. Wives usually attend. 

Good touch: 

The Sales Executives Club of 
Washington, D. C., included in its 
menu booklet brief appraisals of each 
winning salesman’s achievements and 
techniques. 

Examples: Richard Swesnik, Sid- 
ney C. Mensh & Co. “He has de- 
vised a new method of syndicate sell- 
ing of investment property that has 
greatly added to the production of 
this office and helped the small in- 
vestor....” 

Roland “Flash” Gordon, Manhat- 
tan Co. “‘Flash’s selection was based 
on sales performance—-80% on the 
1953 sales chart, 20% on results of 
contests throughout the year.” 


Presidents’ nights. Usual procedure 
is for several of the club’s past 
presidents to talk, or lead discussion 
groups. Members of the Detroit Sales 
Executives Club were enthusiastic 
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THE NEWEST, MOST UNUSUAL AND WORTHWHILE 
BUSINESS CHRISTMAS GIFT YOU COULD GIVE! 


easy-to-use + highly efficient - refillable 


TENE 


aeG, US. PAT.OFF 


PUSH-BUTTON FIRE EXTINGUISHER 


for home and automobile 


Here’s a top quality business Christmas 
gift so different, so good-looking and so 
practical, that it'll be a reminder of your 
thoughtfulness to customers and friends 
for years. This item was acclaimed last 
year ... the year of its introduction... 
the Grand Prize Winner of the Nationa! 
Home Safety Awards. Make it your 
business Christmas gift this year... 
persons receiving one will appreciate 
your thinking of their firesafety. 


Attractively boxed and ready for This full 1 pint capacity PYRENE 
Christmas wrapping . . . individual 
corrugated reshipping carton will be ’ 
furnished at slight extra cost. costs less than the average business 


Christmas gift. Just the thing for kitchen, 
furnace, workshop or automobile... 
steady pressurized stream of PYRENEI 
Liquid kills incipient gasoline, grease, 
electrical, rubbish and many other fires 
at the touch of a button. 


Push-Button Fire Extinguisher actually 


For complete details, contact your local 
PYRENE representative or write us 
direct today, stating the quantity desired. 
You'll be more than pleased with this 
unique business Christmas gift. 


“a RETAILS AT $7.95 
Comes complete with attractive match- WITH MOST ATTRACTIVE 


ing wall bracket. Easily mounted at 


any convenient location. QUANTITY PRICES 


PYRENE MANUFACTURING COMPANY 
NEWARK 8 + NEW JERSEY 


Sales and Service in the Principal Cities of United States and Canada 
AFFILIATED WITH C-O-TWO FIRE EQUIPMENT COMPANY 


OCTOBER 15, 


shooting fish 
ina barrel 


“How can you miss?” With coverage that 
reaches 429,000 families and a phenome- 
nal share of audience, established VHF 
WTAR-TV not only blankets America’s 25th 
market, but the eastern half of Virginia (in- 
cluding Richmond) and all of northeastern 
North Carolina. Selling in America’s Miracle 
Market gets to be more of “a snap” every- 
day. 


= ts Sell limericas Morreale Moshe” 


channel 3 
NORFOLK 


about a ‘Presidents’ Panel” devoted 
to “Developing Leadership.” “T'wenty- 
one Canadians were present, calling 
for a toast to the Queen and to the 
President. It happened to be the birth- 
day of Past President J. C. (Larry) 
Doyle, sales and advertising manager, 
Ford Motor Co., who was given a 
birthday cake, and a small Ford model 
in the last of “umpteen”’ boxes, beauti- 
fully wrapped. 

Each speaker tackled a different 
aspect of the leadership theme. M. D. 
Hill, vice-president, Ford Motor Co., 
Tractor & Implement Division, out- 
lined the qualities that make a leader, 
as well as those a man should evince 
in order to justify training for leader- 
ship. Fred A. Kaiser, president, De- 
troit-Michigan Stove Co., suggested 
methods for selecting and training fu- 
ture executives, and Doyle discussed 
company (as distinct from sales) 
leadership. 

Outstanding single program: 


Retail selling survey. Fifty sales ex- 
ecutives left a luncheon meeting of 
the Sales Council, Chamber of Com- 
merce, Fort Wayne, each taking the 
names of two downtown stores se- 
lected at random, to spend $3 of his 
own money in making (or trying to 
make) two purchases. They carried 
with them forms, previously prepared, 
for rating salesclerks. Later the results 
were analyzed and presented at a 
meeting, to which were invited man- 
agements of the stores “shopped.” 


Airflight luncheon. The National 
Sales Executives of Maine, in Port- 
land, were treated to a nonstop flight 
in a Convair, from Portland to Bar 
Harbor and _ return, courtesy of 
Northeast Airlines Inc. Between 11 
a.m. and 1:15 p.m. they had lunch, 
held their business meeting, and heard 
an address, “Selling the State of 
Maine,” by a member of the Maine 
Development Commission. The com- 
bination of the novelty of the idea and 
ideal flying weather made this a high 
point among the year’s programs. 


Audio-visual. The Sales Executives 
Club of New York enjoyed the meet- 
ing at which were presented the 
Visual Presentation Awards (for a 
club contest), with an exhibit of win- 
ning entries, demonstrations by first- 
prize winners. These were in three 
categories: 

1. Printed presentation used with 
a salesman’s sales talk; 

2. Sound slide presentation to ac- 
company a salesman; 

3. Motion picture sales presenta- 
tion. 

The End. 
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the bouquet! 
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She’s probably a teen-ager. If she isn’t a bride already, the 
chances are she’ll be one soon... because 45% of all first brides 
are teens today. So Seventeen’s readers are stocking hope chests 
with linens, china, glass and silver ... are eyeing furnishings 
and household goods, are interested in foods and appliances of 
every type. Seventeen covers these topics in a special way that 
teen-agers like ... that’s one of the reasons why Seventeen 
dominates the big, expanding market of 7% million Girls Under 
Twenty. How about your product story? Is it being told where 
teens concentrate their reading and buying—in Seventeen. 


seventeen sells’ 


The one magazine that dominates the rapidly expanding teen-age girl market. 


10,703,000 
10,981,000 
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A manufacturer of industrial floor brushes discovers... 


Wrweeate 2 Srscewtin 


steter 


MUWAUKEE DusTiEss BausH Co. 
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The Virtues of No-Nonsense Direct Mail 


First, it saved the company from financial collapse. 


Second, direct mail selling brought sales costs down 30%, 


boosted sales volume 400%, replaced 125 salesmen. 


BY PAUL J. BRINGE 


Sales Manager, Milwaukee Dustless Brush Co. 


In 1953 the Milwaukee Dustless 
Brush Co. paid $27 to sell each new 
account, while, according to a New 
York Sales Executives’ survey, the 
average firm was spending $44.89. 
Not only that, but our average repeat 
order—and repeats constitute most of 
our business—cost us only $1.70. Our 
sales volume has increased 400% 
since 1938 and the cost of ou sales 
has decreased 30%. 

Reason: direct mail selling. We 
have used it almost exclusively since 
1943, when the war forced us into it. 

‘The annual sales volume of Mil- 
waukee Dustless, which manufactures 
industrial floor brushes, is’ under a 
million dollars. We can show our in- 
crease percentagewise if we take 1938 
as the base year, representing our 
sales at 100 in units and our sales 
income at $100. Sales costs in that 
year were 34%. In 1942, the last full 
year in which we employed our 125- 
man sales force, we sold 164 units for 
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$177. In 1953 the sales units were 
+13, income, $590 and sales expense 
22.8%. 

Our firm faced a crisis in 1942. It 
seemed that almost every plant but 
ours was going into high gear on war 
orders. ‘he industrial purchaser was 
interested only in production mate- 
rials, so we couldn’t get a salesman 
past the plant guard to talk about 
brushes. We were losing salesmen 
right and left to the draft. Those re- 
maining had to curb their calls be- 
cause of tire and gas rationing. And 
we couldn't obtain steel and _ bristle. 

The firm could have liquidated 
and paid off the owners a handsome 
sum. It could have “waited out” the 
war and meanwhile contented itself 
with low volume sales. It could have 
gone after war contracts. 

Liquidation was the last thing de- 
sired by our new president, Georg« 
Hunt, who had recently purchased 
control of the firm formerly owned by 


“What you do not see on our direct 
mail pieces are fan dances, circuses 
and bugle-blowing. You do see factual 


information.” 


his father, the late Attorney Fred 5. 
Hunt. None of the alternatives ap- 
pealed to him as anything but stopgap 
measures, with no lasting results to 
the business—except one other idea: 
direct mail. 

Experiments with direct mail on 
our fountain brush, an item which 
our salesmen wouldn’t handle, indi- 
cated it might be worth trying. 

‘There was one hitch: We had to 
use direct mail exclusively or not at 
all. We couldn’t use both salesmen 
and mail, because our men worked in 
protected territories and 
commissions on all orders in their 
areas. ‘To pay out the same dollat 
twice, once for the mail and again 
to the salesmen, was out of the ques- 
tion. So we sent each man a letter 
saying, in effect, “So long, it’s been 
good to know you.’ With employ- 
ment at a peak in 1943, few of them 
were hurt. Some concentrated on 
other items which they had sold along 
with our brushes. Some began to 
handle our 


recei\ ed 


competitors’ products. 
Some just answered the “Greetings” 
note from Uncle Sam. We kept only 
two salesmen, our Milwaukee man, 
because our customers here needed a 
local contact or ‘‘service’’ man, and 
our New York salesman, an oldtimer 
who is invaluable because of his 
knowledge of the intricate New York 
market. Thus we burned our bridges 
in 24 hours. 
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The Dallas News 
is Texas’ LARGEST 
Daily Newspaper 


MORE PEOPLE BUY THE NEWS... 
MORE PEOPLE READ THE NEWS... MORE 
PEOPLE ARE INFLUENCED BY 
THE NEWS THAN ANY OTHER MORNING OR 

EVENING NEWSPAPER IN TEXAS! 


The Dallas News 


COVERS the 
Dallas MARKET 


Only big Texas’ biggest newspaper 


has sufficient circulation to 
effectively cover Texas’ largest 
market—the 72-county Dallas area 
that looks to Dallas, buys in Dallas, visits 
with Dallas every morning through 
The Dallas Morning News 


==~ Ghe Ballas rte ey 


Vee YEAR iF Dati + TA aE OS 


Circulation 192,229 — Sundays 200,701 
(Publisher's Statement: March 31, 1954) 


CRESMER & WOODWARD, INC. e National Representative 


New York @ Chicago @ Detroit @ Atlanta @ Los Angeles @ San Francisco 


For the first three months it looked 
as if the thing we substituted for a 
bridge was a mere catwalk. Business 
dropped into the cellar. Don’t think 
we didn’t tremble in our shoes in 
those days. We could hear the foes 
of direct mail saying “I told you so.” 

Well, we fell back, regrouped and 
analyzed the causes. First, we realized 
we had made no preparation for the 
step and that we had no backlog from 
past efforts. And we were sending 
out only 20,000 letters a month. We 
thought of our experience with sales- 
men. We remembered that we had 
never expected the new man to bring 
in 10 orders the first day. He always 
needed training, or a growth period 
during which he had to be subsidized. 
After that we could expect him to 
produce. Same with mail. We would 
have to call on our prospects a halt 
dozen times before they would think 
of us as the firm to supply brushes. 
So we decided to hit the factories 
harder with more mail. 


Postmen Had “Passes” 


Things started to look up. Al 
though our salesmen hadn’t been able 
to get past the plant guards in wat 
industries, the postmen could, and 
they were soon carrying 600,000 to 
700,000 pieces of our mail every 
month, instead of 20,000. Within a 
year after switching to mail we were 
getting 80 to 90 new accounts daily. 
We had no direct war contracts, but 
we made customers out of firms that 
did. With their brush orders came 
AAA-1 priority ratings, which solved 
our bristle and steel supply problems. 
Our sales volume for 1944 hit 366 
units, compared with 164 for 1942. 

Of course, there were a few ab- 
normal factors in our favor. Remem- 
ber, 1943 was the year of shortages, 
when selling was anything but difh- 
cult. Remember, too, that the average 
brush purchaser was new on the job 
in his plant. He was glad to get mail 
with pictures, descriptions, price in- 
formation and an order blank for our 
complete brush and accessory line. All 
he had to do was fill out the card, 
mail it, and, with the brush headache 
out of the way, turn to the supply 
problems that were really tough. 

We have been able to cut our sales 
costs because direct mail makes possi- 
ble our control of four operations: 


1. We control the sales story in 
every detail. 

All our “‘salesmen’”’ sell our prod- 
uct exactly as we want them to. They 
use the exact words, get all the de- 


SALES MANAGEMENT 


be > Se A EER SURES Oe Oy OED Se Se ne SD GD ND Oe Se ES One GED GD ED GD OD GS Oe Oe GS OD Om Oe OO OS OE One Ge te oe ee es Oe GE ee es es ee ee oe ee ew -_ - = 


tails correct, make no misrepresenta- 
tions and give all the answers. They 
wrap this up in a single letter. 


2. We determine whom to call on 
and when. 

We don’t have to waste money 
calling on prospects with no buying 
power. This is the most important 
advantage, perhaps, in using direct 
mail selling. 


3. We control the selling effort. 

Our money is spent only for sales 
actually made. We don’t pay for sell- 
ing time wasted between calls or for 
selling time wasted at the ball game. 


4. We can control cost by turning 
off the barrage in the peak months, 
when we have a backlog of orders, 
and firing away when things are slow. 
And we can do this in a hurry. 


We are selling our product to 50,- 
000 factories today and we write to 
each of them at least once a month. 
125 salesmen had to 
make those calls. Each man would 
have to make 19 calls a day, five days 
a week and 50 weeks a year. This 
doesn’t take into account the millions 
of calls on new prospects we make 


Suppose our 


each vear. 


Fewer Ulcers 


Furthermore, think of the person- 
nel headaches it saves the sales man- 
ager! The man in lowa writes about 
that commission he had expected on 
such and such an order. You must 
look up the case, see why he didn’t 
get it and answer the letter. Another 
salesman complains about his quota. 
Another wants to take his vacation 
this month instead of next, and you 
really cannot spare him. Another’s 
work is slipping badly—family trou- 
ble. You sometimes wonder how much 
of your day is spent directing sales 
efforts and how much spent in being 
a wet nurse, referee, and a Dr. 
Anthony. However, your direct mail 
leaflet is a paper aspirin tablet that 
banishes all those troubles. 

Now what’s the best kind of cir- 
cular, leaflet or letter to send out? 
That depends on the produst and 
potential customers. Our experience 
has given us a few tips which have 
now jelled into policy. 

First, we prefer to use ‘‘pedes- 
trian,” conservative mail. We use no 
tricks, no fan dances, no cunning, 
punning catch phrases which make 
the buyer tip over his inkwell. No- 
thing that excites the imagination or 
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carries one away on wings of song. 
After all, there’s nothing glamorous 
about a floor brush. So we give 
nothing in our mail but facts and 
factual arguments. 

That doesn’t mean we do not make 
the best use of attractive layouts, 
colors —two at the most, pictures, 
type faces and type devices which are 
easy on the eyes. We use them because 
they make good sales literature. But 
we put far greater emphasis on the 
selling message. Does it give the buyer 
a reason for wanting the product? 
The extra sale made because the buyer 
was attracted by a gimmick doesn’t 
produce a strong customer—one who 
will repeat and repeat and repeat. We 
want the buyer who thought enough 
of our brush to send away for it, not 
the one swayed by a gadget. 


The Long-Range Goal 


Oh sure, there are many success 
stories about the cute mail order pieces 
which put on a three ring circus. 
Many of them have paid off hand- 
somely. But do they win over cus- 
tomers who will be with you five, ten, 
fifteen years later? Here I want to 
sav again, we are not too concerned 
with immediate orders. We _ need 
them, of course, but we are most 
eager to get the long-time buyer. We 
are willing to send him 50 pieces of 
mail if the fifty-first piece will make 
a sale. Now, if we want to attract 
the long-time trade, we must sell 
ourselves as a_ long-time company. 
The conservative, factual mailing 
piece says, between each of its well 
ordered lines: “We are an old. reli- 
able firm, with no nonsense. We'll 
be around for a long time, serving 
you for years and years.” 

Second, we put our name, address 
and picture of a brush on the envelope 
or outside cover, so the buyer knows 
immediately that our firm wants to 
sell him brushes. Some companies hide 
their identity with an_ irrelevant 
teaser on the envelope so the recipient 
has to open it to learn what it’s all 
about before throwing it away. But 
for two reasons we think our wav is 
better. First, it helps the mail clerk 
route it to the proper person. This 
has worked 98% of the time. Second, 
when the letter reaches the man who 
purchases brushes, he may toss it 
away without opening it, but not 
before he looks and sees it is from 
the Milwaukee Dustless Brush Co. 
That’s a sales impression that helps 
get our product into a new plant. 
A buyer may throw away one of our 
sales pieces any day in the week, but 
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WHAT? NO ROTO 


No Sir. We don't use rotogravure 
down here in Central Florida, because 
we can't afford to print our own and 
we don't like to print patent inside and 
ready-rolled stories about things and 
people that have no bearing on Central 
Florida 


But we do have a Sunday Magazine. 

We call it Fiorida Magazine. 

It is 16 to 20 pages full standard size 
newsprint, which would be 32 or 40 
tabloid. 

And it is chuck fuil of local pictures 
and stories in fairly good color. 

Orlando Sentinel-Star 
Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


SALES 


Can Be Increased 


. . . if you give Sales- 
men and Dealers the 


proper INCENTIVES. 


I.S.I. *have recently announced 
a “SELECT YOUR OWN TRIP” 
Travel Incentives Plan, that in 
cludes TRAVEL to a choice of 76 
vacation points . . U. S. A. and 
world wide. 

The plan includes complete, easy 
suggestions for holding contest 
= keeping interest at contest 
pitch. 
Write for your copy today, telling 
us approximate number of Sales- 
men and Dealers 


International Sales Incentives, Inc.* 


1654 Hanna Bldg. TOwer 1-0393 Dept.SM 
CLEVELAND 15, OHIO 


Eavesdropping on 
Muffed Sales Calls 
Manners, morals, and man- 
agement failures are pain 
fully real at the point-of-sale. 
in Sales Management 
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Is Soon 
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Give Your Salesmen A BETTER 
MEMORY For Christmas — 
MORE SALES For 1955 
Recorday helps them: 
¢ Organize their time 


¢ Keep appointments ¢ Keep promises 
* Work effectively ¢ Follow through 
¢ Remember details ¢ Sell more 


A complete 12-Month Memo System 
and Work Organizer — Designed 
Especially For Salesmen. 

Used By Many Leading Companies. 
Send Today for complete 12 month 
unit on approval, complete details 
and quantity prices. Satisfaction 
unconditionally guaranteed. 


53 State St. Boston 9, Mass. 


Please send the following Complete 
Recorday Units On Approval: 


With Russet Calf Case $8.50 
With Brown Pin Seal $6.50 


Name Title 
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the chances are there will be anothe: 
on his desk within seven days, and 
still another a week after that. Soon 
he will be thinking he has been get 
ting mail from us for years. Even 
that doesn’t mean he'll become a cus 
tomer, but the first time anyone in 
the plant complains about — floo: 
brushes he'll think of the Milwaukee 
Dustless Brush Co., with that picture 
of a floor broom on the envelope of 
all its letters. 

Third, all mail sent out must tell 
the complete story of our product, 
including the prices. 

More than this, it must anticipate 
the questions a prospect will ask, and 
answer them in advance. Because it 
has only a few short minutes of the 
buyer's attention, a piece of mail can- 
not afford to miss any selling point. 
During those moments, it must draw 
the prospect’s attention and interest, 
and must ask him for an order as 
often as possible. It must be careful 
not to prick any of his prejudices. 
Above all, it must be scrupulously 
honest, and must be believable. 

How many salesmen do you know 
with all those qualifications? Yet 
vour direct mail can be this Mr. 
Dream Salesman and you can dupli- 
cate him as fast as the printing presses 
can work. 


Customers Teach Us 


Our customers have been our best 
direct mail teachers. When our leaf- 
lets fell Hat, failed to create interest, 
we found out about it. The customers’ 
silence thundered into our office and 
whacked us in the pocket book. When 
we didn’t give enough facts, thei 
letters bombarded us like an angry 
lawyer at cross examination. The 
same thing happened when we wrote 
something that was unbelievable. The 
result: more 
When we forgot fundamentals and 
did not make it easy for the buver to 
order he obliged us by not ordering. 
Direct mail is a hard taskmaster. It 
tells vou in a hurry how good or bad 
you are, and you can’t duck. You get 
the answers fast, so vou can decide 
what your next step will be and make 
the necessary changes within a few 


letters, few orders. 


days after your first circular has been 
sent out. . 

Fourth, all mail sent out must ask 
for the oraer. 

All our leaflets and circulars con- 
tain order blanks in the form of small 
self-addressed, prepaid postage postal 
cards. But that isn’t all. In the sales 
message, if you can do it gracefully, 
ask for the order twice, three or five 
times. You can’t help but get an order 


it you keep on asking for it. 

Who prepares this direct mail? 

The Al Herr Advertising Agency, 
and I get together with its executives 
on every piece. We write copy, then 
add, subtract, divide and multiply 
until we get what we want. Al Heri 
has been our account executive since 
1939, and continued to do our work 
when he tormed his own company in 
1946. He and his staff do a beautiful 
job for us. Why? because we pay the 
agency 15 of vy sales dollar we 
spend on direct mail. One reason why 
direct mail is such a stepchild is that 
a sales manager will go to his adver- 
tising agency, “borrow” its ideas and 
art and take up the time of its help 
for a beautiful circular, then pay the 
printer everything and the agency 
nothing. Next time he comes around 
with ideas for a leaflet he certainly 
will get no more than a token dona 
tion of time and talent. The admen 
will work with him, of course, but 
they'll hold their best for their paving 
customers. 

The amount of mail we send out, 
depend on 
how large an order backlog we have. 
We trv to keep the backlog at a con- 
stant level and if, in the middle of 
December, for instance, it happens to 


and the frequency of it, 


drop too low, we send out mail then. 
But don’t expect satisfactory results 
by sending out only 5,000 letters and 
waiting for the business to come in. 
Commit vourself to a sustained pro 
gram that will cover six months or a 
vear, and by committing I mean buy 
ing supplies in advance so that you 
have a large enough investment. to 
force yourself to carry it through. In 
the beginning, work with a small list. 
It’s better to send 25 letters in six 
months to 1,000 people than 25,000 
letters in one shot to 25,000 people. 
Continuity and repetition are just as 
important in direct mail as in othe 
forms of selling. 


Our “Insurance” 


Our story of direct mail would be 
incomplete without a word about the 
distributors to whom it led us. About 
1948 we were approached by jobbers 

janitor supply houses, paper whole- 
salers and hardware wholesalers 
who wanted to handle ,our product. 
We told them we never sell through 
jobbers or distributors, but only 
through direct mail. “They were un 
happy about our refusal, but we were 
not concerned about them. We have 
always been able to sell our full pro- 
duction at a lower sales cost than the 
distributor expects in discounts. 

But what if we should need dis 
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tributors some time? Their unfavor- 
able attitude might be harmful to us. 
So we decided to take out a little 
insurance, offer our product to a 
limited number of them and see what 
happened. 

We established a sales policy that 
would automatically eliminate those 
we didn’t want. We offered a smaller 
than normal discount. We required all 
orders to be in minimum quantities. 
We refused to make any drop ship- 
ments to distributors’ customers. We 
would offer exclusive territory to no 
one. We told the jobber we sold his 
customers by mail and would continue 
to do so. We would not furnish the 
names oft present customers, nor 
would we furnish to the customers 
the names of the jobbers. If the job- 
bers found our customers and sold 
them, well and good. 


Our Terms Only 


The distributors must have swal- 
lowed hard to choke down this tough 
sales policy. But within six months we 
had more than 400 of them, more 
than 20° of our sales were being 
made through them, and this was done 
entirely by mail. No representative 
of our firm has ever made a personal 
call on a distributor. All contacts 
have been by mail and that mail was 
strictly low-pressure. We now sell 
25% of our production through dis- 
tributors, and will not go higher than 
that. We put 250 distributors on a 
waiting list in 1951. 

We never wasted a penny or a 
minute on the distributor, but we 
have put plenty of sales dollars into 
selling our product to his boss, the 
industrial consumer. Then the con- 
sumer forced the distributor to come 
hat in hand to us. We could dictate 
our own terms. Soon the jobbers came 
to see that ours was a pretty good way 
to de business. 

If you think of direct mail as day- 
to-day selling, rather than _ institu- 
tional advertising, it can pay off for 
you. If you will consider it a long- 
range sales tool you should use every 
day, instead of a specialty salesman 
who must produce or get out, you 
will cut your sales costs and improve 
your competitive position. Direct mail 
can literally move mountains of mer- 
chandise. It can open new markets, 
secure new distributors and new re- 
tailers and can operate in any field 
where personal selling is used. 

No, it will not eliminate personal 
selling, but it will make personal sell- 
ing much more efficient and produc- 
tive and thus bring down the unit 
sales cost, just as it has done with us. 

The End. 
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Gives you Fully effective advertising 


to help sell this market of 
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The Omaha World-Herald 
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NEWSPAPERS 


MARKET AREA 


A BILLION DOLLAR MARKET 


Gross Farm Income ..$1,025,239,000 
Effective Buying Income.., $1,143,429,000 
Population ooo ccceceecee seceetee- 814,800 


s, Sal, . SRDS Consumer 
Markets, 1950 Census 


CONTACT OUR NATIONAL REPS. FOR MORE 
INFORMATION! 


Che Sioux City Journal JOURNAL-TRIBUNE 


NATIONAL REP. JANN & KELLEY, INC 


Try an Experiment on this Page 


Try a simple experiment. Assume that you consider this page to have 
some lasting interest. You want to file it. Tear it out along the scored 
edge... . Easy, wasn’t it? If you don’t realize fully how easy and satis- 
factory it was, try tearing out pages from any side-stitched magazine 
which is not so scored at the edges. 

It’s an experiment with us, too. It adds considerably to our produc- 
tion costs and we shall consider it worth-while only if a substantial 
number of subscribers will take the trouble to tell us that they appre- 
ciate the innovation. 


Philip Salisbury, Editor, SALES MANAGEMENT 
386 Fourth Avenue, New York 16, N. Y. 
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Mex; ONLY 103 CALORIES 
ONES 
ENRICHED 


Spaghetti Rings 


THIS IS IT: Company says “greatest 
boon to our business since we adopted 
cellophane packages.” 


“Arms too short for long spa- 
ghetti?” This disarming question is 
greeting amateurs in the great art of 
spaghetti eating. At the same time 
they are presented with a transparent 
package tactfully showing a new in- 
vention: Spaghetti Rings (‘They 
Won't Skid Off Your Fork’’). 

This is the latest of a series of im- 
aginative developments by the Golden 
Grain Macaroni Co., San Leandro, 
Cal., one which the firm’s sales man- 
ager, Tom De Domenico, expects will 
prove “the greatest boon to our busi- 
ness since we converted to cellophane 
packages.” 

Shortly before the Spaghetti Ring 
brainchild was born, Golden Grain 
brought put “4-D packages’ — “for 
four-dimensional selling.”” And on 
the heels of the “skid-proof” feature, 
the company introduced two nevel 
products with a high-protein appeal: 
Egg Spaghettini and Egg Tagliarini. 
Last year the enterprising De Do- 
menico brothers, often ahead of their 
industry, got on the low calorie band 
wagon (see SM, Feb. 15, 1954) with 
aggressive promotion of the role of 
macaroni products in girth control. 
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Now Hear This: 
Someone's Invented 
A Non-Skid Spaghetti! 


One of the most powerful elements in 
the sales plan behind this — and other 
—GG products is effective packaging. 


DY 


An interview with 


TOM DE DOMENICO * Sales Manager 


~ 


‘oate 2 the oe ee 
eye 5 Se ee & 
an & 


& 


Golden Grain Macaroni Co. 


THEY CALL IT “4-D” PACKAGING: Every side of the package sells. Products 
have strong shelf-value no matter how they are stacked. One side of the 
package offers pre-tested recipes, shares space with premium offer of white or 


colored dress print cotton flour bag. 


The package is the key to each of 
these merchandising moves. In fact, 
this manufacturer may be said to base 
selling on packaging. Among the first 
in the industry to see the advantages 
of visual packages — this company 
uses them for its more than 50 vari- 
eties of macaroni, spaghetti, and egg 
noodle products—Golden Grain also 
was one of the first to convert to 
cellophane. It has made bold use of 


packaging as a means toward more 
efficient point-of-purchase merchan- 
dising during the past several years, 
and has benefited proportionately. 

In a period when large segments 
of the public are girth-conscious, and 
in a decade when consumption of 
meat and other proteins has risen sub- 
stantially in the United States, this 
company’s sales of what to most peo- 
ple is essentially a “starchy” product 
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DEMONSTRATION 
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WITH CIRCULATION LEADERSHIP 


Oregonian rece 
Daily Lead 35 


4,715 
Over 2nd P < 
ver 2nd Paper 40,726 


City Carrier Lead 

ABC City Zone Lead 
Retail Trading Zone Lead 
Total Circulation Lead 


WITH ADVERTISING LEADERSHIP 


Oregonian 
Leadership 


1,148,624 lines Retail Advertising Lead 
796,467 lines General Advertising Lead 


Over 2nd Paper | 3,264,751 lines Classified Advertising Lead 


Year: 1953 


5,431,792 lines Total Advertising Lead 


Portland, Oregon 


Largest Circulation in the Pacific Northwest | maha 


292,332 Sunday 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


PIONEER 
BALLOONS 


SELL 


Groceries 


Smart Grocers 
Use Balloons to... 


@ Build store traffic 

® Switch traffic to 
lighter shopping 
days 

®@ Decorate stores for 
special promotions 


Because 


@ Are inexpensive, 
easy to use 


@ Have real toy value as 
premiums 


@ Carry your imprinted Er 

message all over town Ccuarantend be 
Good Housekeepin: 

Get ideas, samples and Sm ones 
imprint information from 

our Premium Department. Wieite todiep 00... 
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LOUISVILLE BELONGS 
ON ANY 
SUPPLEMENT SCHEDULE 


DID YOU KNOW? 


Proof that advertisers are sold on news- 
paper supplements—more than 80°% of the 
100 leading national advertisers in 1952 
used supplement advertising. Proof that 
supplement advertisers are sold on the 
Louisville Courier-Journal Magazine—in 
1952 advertising lineage jumped to a 
record high of 1,500,000—more than 
carried by any other Sunday supplement. 


Send for your free copy of a new 
factual study of newspaper supple- 
mercts. Write io: Promotion Depart- 
ment, The Courier-Journal, Louisville 
2, Kentucky. 


* THE LOUISVILLE 


Conrier-Zournal 


SUNDAY MAGAZINE 
Suadey Courier-Jeurnal Circulation 303,- 
238 « Member of The Locally-Edited 
Grevp « Represented Nationally by The 
Branham Company. 


have skyrocketed 1,600 in an eight- 
year period, in California, Utah, 
Idaho, Nevada, and Hawaii. 

The De Domenico brothers (Tom, 
v-p in charge of sales; Vince, secre- 
tary-treasurer; Paskey, president and 
manager of the Golden Grain branch 
serving the Pacific Northwest from 
Seattle) see the progress record of 
the business in terms of a three-point 
program: 

1. Production of only top quality 
merchandise from Grade AA ingre- 
dients. 

2. Well designed packages. 

3. Aggressive merchandising and 
advertising. 

The February 15, 1954 SM article 
describes how this company changed 
its product to meet changed thinking 
on diet, then promoted the improve- 
ments through package legend and 
visibility, recipes, and advertising— 
predominantly television and point-of- 
purchase. 


Still More Advances 


The new products, Spaghettini 
and Egg Tagliarini, and the Spa- 
ghetti Rings, are further advances in 
altering products to meet modern 
needs and conditions. Spaghettini 
combines characteristics of familiar 
spaghetti with the formula for egg 
noodles. Golden Grain spaghetti is 
presented as “made of a blend of fine 
durum wheat and water.” ... “New 
Spaghettini adds the extra nutrient 
quality of fresh eggs—more than 220 
eggs to every hundred pounds of 
Spaghettini,” the advertising and pro- 
motional material point out. 

The new Egg Tagliarini “is just 
like fresh, homemade tagliarini 
tastes better, cooks better and is light 
and easily digested . . . only egg tagli- 
arini on the market today “i 

“An old favorite in a new form” 
is the company’s description of its 
Spaghetti Rings, which are about 
three-quarters of an inch in diameter. 
Their skid-proof feature, the De 
Domenicos predict, will sweeten tem- 
pers of spaghetti eaters and make non- 
chalant experts of the non-professional 
American-born spaghetti lovers who 
have had to struggle with strings. 
Sales already show that they are 
reaching for the “rings.” 

What does the company mean by 
“four-dimensional selling”? Accord- 
ing to the De Domenicos, the Golden 
Grain package stimulates impulse 
buying .because every side of it sells. 
The package gets maximum display 
on grocers’ shelves no matter how it 
is placed or stacked: One of the ex- 


posed sides—all show a striking de- 
sign in red, yellow, white, and blue 
on cellophane—is always selling. It 
is impossible to stack the package with 
a “blind” side out; it can be piled, 
tossed, even jumbled, and one of the 
“4.T)” sides will tell its story to the 
shopper. 

Analyzed by Sales Manager Tom 
De Domenico, here is how the “4-D” 
package goes to work at point-of- 
purchase to merchandise the Golden 
Grain line: 

The consumer’s attention is at- 
tracted by the bright design which 
stands out from the cellophane rolled 
snugly around the macaroni or spa- 
ghetti products. The face of the pack- 
age tells the shopper that Golden 
Grain is salt-free, more than 12% 
protein, low in calories, enriched with 
valuable vitamins, minerals and iron; 
that each package contains instruc- 
tions as to the correct cooking time 
for the product. 

Right and left sides of the “4-D” 
package display the Golden Grain 
trademark and list of contents, repeat 
the low calorie theme. The bottom 
side also clearly identifies the item, 
trademark, and low calorie selling 
point. Pre-tested recipes on the back 
face do a valuable selling job, share 
space with what the De Domenicos 
call “probably one of the most suc- 
cessful premium offers in the history 
of the macaroni business” —a white or 
colored dress print cotton flour bag 
premium. In the four years that the 
company has carried the premium 
offer, hundreds of requests have been 
answered each week. 


First Came Research 


Extensive research at point-of- 
purchase preceded adoption of the 
“4.T)” design. Company executives 
felt that, attractive though their 
packages had been, product and 
brand identification in many cases 
were buried. The Golden Grain sales 
department (1) made a careful an- 
alysis of existent package designs to 
determine whether they were keeping 
pace with the yiant strides super 
market merchandising, and ( made 
a survey in the larger “A” stores and 
super markets to check the impact of 
displays of Golden Grain and com- 
peting items. 

It was found that, through no par- 
ticular fault of store management or 
personnel, macaroni product packages 
were not doing an adequate selling 
job. Most of the packages, including 
Golden Grain, had only one selling 
face. In a mass display stack this face 


in 
2) 
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was entirely or partially hidden. 
Brands did not stand out. 

With a visual package, Tom De 
Domenico explains, the industry 
(Golden Grain included) had as- 
sumed that one selling face was 
enough. In smaller, carefully made 
displays in yesterday’s stores, that was 
true. But in markets with today’s 
vast volume, package needs are dif- 
ferent. Golden Grain designed the 
new “4-D” package for greater visi- 
bility, staged test runs in selected 
stores. “The stuff’s nice to look at,” 
the company comments. “Women 
like to see what they are buying. We 
manufacture our products in so many 
new shapes, have so many novelties, 
that they sell themselves if they are 
clearly seen.” 


Redesign Successful 


Large, plain, colorful lettering 
dramatizes the brand name, Golden 
Grain; product identification, as Egg 
Noodles; key selling points such as 
“Enriched,” “Low Calorie,” “Only 
115 Calories per Portion.’ They 
stand out whichever way the package 
is stacked, or turned by the custome: 
in picking it up for inspection. 

“Results from test runs,” the sales 
department says, “were so conclusive 
that we decided to redesign the entire 
line.” This meant not alone the 50 
or more Golden Grain macaroni, 
spaghetti, and egg noodle products, 
but dried beans, rice, and fruit prod- 
ucts packaged and distributed by the 
company. 

Not stopping with the cellophane 
packages, the De Domenicos gave 
shipping cartons the new ‘“4-D” look 
as well. Each carton carries a big 
“Golden Grain” logotype and pushes 
the low calorie, high protein sales 
theme; the company name is repeated 
on the ends; the slogan, ‘West’s 
Fastest Selling Macaroni Products” 
is featured on the opening flaps.’ The 
company reasoned that the shipping 
case would induce grocers to build 
stack displays, which in turn would 
encourage more effective and aggres- 
sive merchandising of these often 
neglected “dry” products. And this 
has proved to be the case. 

When Golden Grain introduced 
its Spaghetti Rings, it characteristic- 
ally gave careful thought to packag- 
ing as the key to promotion. Eschew- 
ing the “4-D”-style package for this 
new product, the company adopted 
a loosely filled, pillow-shaped trans- 
parent bag (see photograph page 
114). Reasons: A round-sided package 


is impractical because close or tight 
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packaging, possible for cut and elbow 
spaghetti, might break the rings. The 
flat package provides display space 
on both faces for the contents, while 
allowing the product itself plenty of 
transparent area. 

Product identity, company name, 
and key selling points are augmented 
with a comic page style illustration of 
a child spearing rings on her fork— 
dramatizing the fact that even chil- 
dren can manage this food with ease. 
( Advertising ties in with a humorous 
appeal: ‘‘Embarrassed when Junior 
inhales his spaghetti?) A colorful 
strip across the top of the package 
plays up the novelty: “A New Spa- 
ghetti Treat.’ Package faces tell the 
customer at a glance that the Rings 
“Cook tender in 13 minutes” 
“Contain only 103 calories per serv- 
ing.’ Clear, bold lettering and plenty 
of color make this package stand out 
in any display and command _ atten- 
tion when picked up by the customer. 

The Egg Tagliarini and Egg Spa- 
ghettini packages cleverly dramatize 
the richness of the contents with 
continuous rows of hard-boiled egg 
halves at the two ends, the yellow 
of the yolks “picking up”’ and empha- 
sizing the egg-color of the contents 
visible through the cellophane. Again, 
bold lettering, plenty of “open” space, 
give maximum emphasis to the brand 
name and product identity. 


Packages Are TV Salesmen 


Each package presents a_ recipe, 
for example, Spaghettini ‘“‘Neapoli- 
tan,’ in line with the company’s 
policy of educating housewives to 
more ways of using more of its prod- 
ucts: The average American repeats 
one macaroni, spaghetti, or noodle 
recipe over and over. The same policy 
is adhered to in advertising, particu- 
larly at point-of-purchase and on tele- 
vision. On TV the packages are the 
center of appeal. 

Advertising is beamed at local 
preferences. For example: In Idaho 
and Utah, mountainous states, con- 
sumers are told that Golden Grain 
products with a large egg content 
cook better at high altitudes. The two 
new egg items are promoted strongly 
in such areas, mainly on television, 
to familiarize people with the pack- 
age. The family resemblance among 
the packages helps each do a selling 
job for all. 

This dominant package-conscious- 
ness, the De Domenicos assert, has 
placed Golden Grain products in the 
forefront of retailer acceptance and 
sales in the West . . . and is keeping 
them there. The End 


\Stickin Around 
with KLEEN-STIK 
WAKE UP to KLEEN-STIK! 


When sales activity gets a little 
sleepy, that’s the time to wake up 
your prospects and dealers . . . and 
a sure way is through the use of 
super-sellin’? KLEEN-STIBK dis- 
plays. Wide-awake advertisers in 
every line know how this moisture- 
less, self-sticking adhesive makes 
eye-opening, purse-opening P.O.P. 
displays and labels . . . such as: 


‘inoor® Lumberjack Breakfast 


Operation LUMBERJACK 

To start America off with a full 
stomach, ARMOUR & CO. advo- 
cates a hearty ““Lumberjack Break- 
fast”’ in a nationwide promotion, 
featuring tasty Armour Sausage. 
High on the list of successful selling 
aids was this big, bright truck sign, 
silk screened in glistening reflective 
beading. Stock used was KLEEN- 
STIK FLEX-STIK ‘“B’’—the 
extra-flexible rubber-saturated out- 
door stock that sticks tight in spite 
of weather, moisture, grease, or 
scuffing. This “‘shining’’ example 
was conceived by RUSS BROWN 
and CHARLEY SCHLINGER of 
Armour’s ad department. 


DR. PEPPER CO., of Dallas, is 
spreading the word to “*Wake Up 
Your Taste’’—by means of this 
snappy die-cut bottle-cap replica. 
Ad Manager A. H. CAPERTON spec- 
ified KLEEN-STIK for this piece, 
so that it would be sure to be posted 
on thousands of walls, windows, 
counters, doors ...and other promi- 
nent spots in Dr. Pepper outlets. 
Dealers and salesmen simply p-e-e-1 
and press, and presto—there’s 
another “*peppery” sales message! 
Fine printing job ‘‘tastefully”’ 
handled by LLOYD SAUNDERS of 
MALFORD WEINERT CO. 


Stay awake—and stay shead in 
sales—by using wonder-working 
KLEEN-STIK for hard-working 
P.O.P. displays. It’s available in 
ever sO many top-quality paper 
stocks, through your regular printer, 
lithographer, or screen processor. 
Ask him for samples and advice .. . 
and ask us to send you our free 
“Tdea-of-the-Month”’ service! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers ia pressure sensitives for Advertising and Labeling 
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LOOK AT THESE “here-l-am” 
specifically to become self-sellers 


packages, 
in today’s variety 
stores, where super market display techniques are in- 


designed 


Is Your Product Right 
For Self-Service Variety Stores ? 


Variety chains are rapidly converting to self-service, 
super market style. Want to ride with the revolution? 
Here are five steps to successful self-service selling. 


BY JAMES C. CUMMING 


Vice-President, Anderson & Cairns, Inc. 


In 1952 F. W. Woolworth began 
an experiment with super market 
type self-service at one of its stores 
on 14th Street, New York. It was 
an interesting experiment for two 
reasons: 

1. It is a success—so much so that 
today nearly 100 of the 1,969 Wool 
worth stores have been converted to 
self-service. 

2. It means that you should take 
a new look at your own products 
through the eyes of the customer who 
is waiting on herself, without benefit 
of salespeople. 

This is so if you are selling variety 
stores, whether or not you are selling 
Woolworth, for the self-service idea 
is not confined to Woolworth alone. 
Most of the chains are experimenting 
with it in one form or another. 
Kresge operates 15 self-service stores, 


Grant about 20, Newberry 12. Kress 
has opened a checkout store in Los 
Angeles, and there is a new McCrory 
unit in Brooklyn. It’s in the old 
Frederick Loeser building on Fulton 
Street, remodeled by McCrory at a 
cost of approximately $1.5 million to 
make the world’s largest variety store. 
It has 69,000 square feet of selling 
space, and has 7,200 linear feet ot 
counters. 

Most important is the way this big 
store borrows display techniques from 
its super market competitors. Since 
it has about 500 employes, it cannot 
be called fully self-service, but 
counters are arranged in super market 
style for efficient, speedy selling, and 
to compete with the supers that have 
gone into the dry goods business there 
is a self-service butcher shop and a 
poultry department. 


MENNEN 


_ baby 
| powder 


creasing impulse buying. Each of these packages won 
awards in competition sponsored by “Variety Store 
Merchandiser” early this year. 


This indicates how far the variety 
stores are going in their biggest units 
—a point to watch because Wool- 
worth believes that the full super 
market treatment must be limited to 
stores of more moderate size, with 
700 to 900 lineal feet of counter 
space, although it has been instituted 
in some units with as much as 1,200 
to 1,400 feet. 

Since it is probable that you have 
never been in one of these self- 
service variety stores, let’s take a close 
look at the Woolworth system in the 
91 stores that were operating this 
way by the end of 1953: 

First, the Woolworth self-service 
operation is a smart adaptation of 
super market ideas to the realities of 
the variety store business. “You 
can’t expect the customer to dip into 
the gold fish bowl, or to catch her 
own canary in the bird cages,” says 
Woolworth Vice-President Carson C. 
Peck. So the Woolworth self-service 
units include “Service Girls” who 
are stationed at specified points 
throughout the store. 

The job of the service girl is to 
keep counters stocked and merchan- 
dise well arranged, to answer cus- 
tomer questions and to cut such items 
as ribbons and oil cloth. 
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Second, wrapping desks are avail- 
able in the rear of the stores where 
bulk and fragile items such as lamps, 
crockery and glassware can be wrap- 
ped before they are brought to the 
checkout. 

Third, when lines begin to back 
up at the checkout, the checkout girls 
can ring for help from the service 
Usually they do this when 
four or five customers have queued 
up, so reserves are always available 
to speed service. 


girls. 


The service girls 
then take over the packing of pur- 
chases at the checkout, so the check- 
out girl can concentrate on totaling 
purchases and making change. 

Fourth, while the average Wool 
worth self-service store has four to 
six checkouts, more are opened during 
peak traffic Everything 
possible is done to speed selection and 
customer service. 

The advantages of _ self-service 
operation to the variety store are also 
advantages to you: 

1. It tends to increase impulse 
buying. The customer who looks in- 
tently for one item will see others 
that suggest themselves. 


periods. 


This prin- 


ciple has been proved in super market 
operation. 

It results in more display space. 
The service girls use the same aisles 
as the customers, the clerk aisle is 
eliminated, and counters are placed 


back to back. This permits the dis- 
play of more items and it also permits 
better display of each item. 

3. Fewer part-time personnel are 
used, although full-time help remains 
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about the same. However, the full- 
timers are concerned with clerical and 
checkout duties. They don’t sell, and 
any remaining question in your mind 
about the advisability of trying to 
train variety clerks on how to sell 
your products can and_ should be 
completely eliminated. Clearly, any 
training material would be a complete 
waste. 

4. Woolworth has found that in- 
stead of having to build all new fix- 
tures for its self-service units, some of 
the conventional fixtures have been 
adaptable to self-service use. This 
indicates clearly that any adjustments 
you make in your product to adapt it 
for better selling in self-service stores 
will also make it a faster seller on the 
counters of the older or larger variety 
stores with service. For satisfactory 
variety store volume today, your 
product should be a self-seller. 

Against the background of these 
facts, what should you do to prepare 
vour product for self-service selling ? 


|. You should reexamine your 
packaging. Is it bright enough and 
bold enough to say “here I am” to 
the customer who might buy on im- 
pulse? Study the food products in 
super markets for ideas on this score. 
Among the best sellers there you will 
find ways to improve the appearance 
of your packages. 


2. Make your containers  self- 
selling. To do this, be sure that all 
your important selling points are on 
the outside of the package, where 


NO SUPER MARKET THIS: 
It’s a part of the McCrory 
variety store, Brooklyn, N.Y., 
believed to be the world’s 
largest. Cosmetics division, 
foreground, is arranged on 
self-service basis, with no 
salespeople in attendance. As 
in other departments, shop- 
pers finally pass through 
checkout stations where bags 
of merchandise are inven- 
toried and tallied. 


they can be clearly’ read by the cus- 
tomer who is standing in the aisle 
with your product in one hand and 
your competitor’s in the other. Will 
the sales talk on your package clinch 
the sale for you, even if your price 
may be a little higher? Remember, 
you're on your own in the variety 
stores now. Without salespeople to 
direct the sale in either direction, 
you're in a position to talk to the 
consumer yourself. Be sure you say 
the right things and that you say them 
in the right way. 


3. Study the problem of pre- 
marking. The self-service variety 
stores point out that self-service re- 
quires that each item be marked. In 
conventional variety stores this isn’t 
always necessary because of the use of 
dividers. Chances are you can help 
the self-service units to meet. this 
problem head-on by: 

Providing a place on your package 
where the price can be clearly 
marked. 

Arranging with the buyer for 
standard resale prices which you can 
pre-mark on the package yourself. 

Perhaps your prices can be stan- 
dardized by zones if not nationally. 
Certainly you'll get an enthusiastic 
hearing if you bring up the problem, 
because it means even more to the 
variety chain at this point than it 
does to you. 


4. Take a fresh look at your dis- 
play fixtures. Perhaps you should de- 
sign a new and special unit for use 
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AN IMPRESSIVE 
BUSINESS GIFT 
FOR EXCEPTIONAL 
BUSINESS FRIENDS 
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If you have a business friend who 
really ‘rates’...give him a Minox 
camera ... and you've really im- 
pressed him with your originality as 
well as your thoughtfulness. Minox is 
a fabulous precision camera , 
hardly bigger than a pocket knife 

. weighs only 22 ounces... and 
takes superb pictures! 


No matter what his interest — golf, 
fishing, boating — or just business, 
Minox will add immeasurably to his 
enjoyment. He’ll always weor it... 
he'll always use it, 


coneeanttssellMee” 


With leather case 
and chrome chain 
Gold plated deluxe mode! 


$1395° 


299.00 
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Use this handy coupon 


Se Sus eee e ESB Saeeaeauaaa a 
KLING PHOTO CORP, Dept. SM-I!0 
235 Fourth Ave., New York 3, N.Y. 


Please send me more information about 
Minox as a business gift. 


NAME 

FIRM 

ADDRESS 

CITY ZONE STATE 
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in self-service stores only, while yout 
present fixture continues on its merry 
way in the older-type stores. In de- 
signing it, remember that you may be 
able to get more counter space for it 
than you used to be able to get, be- 
cause self-service units have more 
space to give you. Keep in mind the 
self-seiling function of your pack- 
age, and be sure that when it is dis- 
played in your new fixture there is 
sufficient room for it to exercise that 
function. 

To keep merchandise on display 
and on sale is one of the major prob- 
lems of the self-service stores. This 
problem is bad enough when business 
is normal and the service girls at- 
tempt to keep depleted stocks re 
plenished. But when the store is so 
busy that the service girls are called 
to the checkout desks, your display 
fixture is quickly stripped of its mer- 
chandise and you present an out-of- 
stock condition until the service girl 
can re-fill the fixture. 

This suggests the advisability of 
larger-than-usual space in the fixture 
for reserve stock so that the service 
girls can restock your display without 
having to dive under the counter tot 
reserves. Or you may be able to 


devise a self-replenishing display, or 
one that the customer can_ re-till 
himself. 


5. Your advertising is more im- 
portant than ever. You are probably 
aware of the sharply increased im- 
portance of national brands in the 
food field that has resulted from self- 
selection in super markets. Where 
private brands are not heavily adver- 
tised in their own right they have 
declined sharply, as the customer 
reached for Swift’s Premium bacon, 
Log Cabin maple syrup, Maxwell 
House Coffee, Bird’s Eye Frozen 
Foods and similar nationally-known 
trademarks. 

This indicates the importance ot 
reexamining your advertising straiegs 
now that your distribution pattern is 
changing along lines parallel to food 
distribution. Is it strong enough? 
Is there enough of it? Does it go tar 
enough in preselling the consumer? 
Does it direct the reader to the 
variety store as the place to buy your 
product? Does it emphasize your 
brand name and trademark sui 
ciently? Does it appear in media 
that variety store customers are most 
likely to see? The End 
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“Good morning; may we raise your standard of living?” 
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into Lance’s gracious reception room! 


The Charm Peanuts Built 


When the firm of Lance, Inec., 
Charlotte, N.C., suffered growing 
pains it went all-out to give its ofhee 
expansion a shot of Southern Hos- 
pitalitv: Lance produces and distrib 
utes nationally peanut and_ bakery 
products, emphasis on peanut butte1 
cookies. Its new quarters look good 
enough to eat. 

And here’s what Lance did: Inside 
the big stainless steel doors, which 
attest to 20th century methods, the 
visitor finds a spacious foyer paved 
with crab-orchard flagstone, which 
might have graced a “Gone with the 
Wind” set. From the fover a ‘circular 
stairway with slate treads and antique 
hammered iron handrails leads to the 
reception area. Here is the Old South 
—as the novelists love to picture it. 

Grouped around this 20’ x 40% 1 
ception area are the executive offices. 

has its own Dutch door and 
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shuttered windows. Through — the 
doors the yisitor catches a glimpse ot 
grandfather clocks, old prints, leather 
chairs. But Lance allowed each execu- 
tive to inject his taste into the decor 
of his personal quarters. 

Above, a shingled roof projects in- 
ward from the reception room walls. 
To add the touches which lend au- 
thenticity the company installed a 
chimney, a fish pond, shrubbery and 
even a huge tree. The tree serves two 
purposes—it gives a focal center to 
the room and it masks a large steel 
pillar. The furnishings are reproduc- 
tions of fine antiques and the visitor 
who arrives early for an appointment 
finds a wealth of the latest magazines, 
a telephone and an appetizing display 
of Lance products. 

Lance says its visitors sometimes 
hang around ‘unbending.” The com- 
pany likes it that way. 
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WHBF - tv 


CBS for the Quad-Cities 


is now operating on 
100,000 watts 
This maximum power covers 
the Quad-Cities and the sur- 
rounding trade area ... 


264,800 TV set owners 


LES JOHNSON, V. P. and Gen, Mgr. 


WHBF 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represente y Avery-Knodei 


For those you 
+ want to remember -.. 


AY 


STEAKS 


they’ll never forget! 


Truly .. . here are America’s Finest Steaks 

. from Pfaelzer Brothers, Chicago. These 
Boneless Strip Sirloins are the same famous 
Pfaelzer Steaks served at America’s exclusive 
clubs, leading hotels and fine restaurants. 
Graded U.S. Prime and aged to mellow 
perfection, these Blue Ribbon Steaks are a 
unique gift that will mgke a favorable 
impression. Packed 8 superb steaks, each 
1'4" thick, to attractive personalized gift 
box. Quality and perfect condition on 
arrival guaranteed. 


BOX OF 8 STEAKS $25°0° 


Saree PREPAID 


discoun lou On } P 
12 or more foun biped to one ger 


ORDER TODAY 
For other distinctive Pfaelzer gift items 
write for Catalog 6-30 


) Pfaelzer Brothers, Inc. 
UNION STOCK YARDS ® CHICAGO 9, ILL. 
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Cost of Producing Orders in In- 
dustrial Markets: Booklet made 
available by Sweet’s Catalog Service. 
It reports the results of a _ recent 
Sales Executives Club of New York 
survey, in which executives respon- 
sible for sales in firms selling to three 
prime industrial markets — product 
engineering, plant engineering, ma- 
chine tool were asked to estimate 
the number of orders per 100 calls 
under three separate conditions: cold 
calls, advertising inquiry follow-ups 
and calls made after being invited by 
prospects who have studied catalogs. 
Replies indicate that the ratio of 
orders to sales calls is highest when 
prospects have studied a firm’s cata- 
log and then ask the salesman to 
call. In the booklet there is space for 
the reader to check off his own an- 
swers to the questions. Write to 
Garwood Wolff, Sweet’s Catalog 
Service, 119 W. 40th St., New York 
18, N.Y. 


P 
This description of the free booklet, 
"Some New Data on the Cost of 
Producing Orders in the Industrial 
Markets,” appeared previously in 
"Worth Writing For." We reprint 
it here for the benefit of those 
who might have missed it. 


‘G) Sweet’s Catalog Service 


WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 


and other sales literature useful to marketing executives. 


25 Top Points of Selling: Pocket- 
size booklet listing 25 ideas to help 
make more sales, published by Kelly- 
Read & Co., Inc. It includes: How 
to plan working time; importance of 
the first minute with the customer; 
making yourself understood; asking 
for the order; keeping promises; the 
need for believing in what you're sell- 
ing; talk from the customer’s view- 
point; studying customers’ problems; 
asking questions to make more sales. 
Write to Kelly-Read & Co., Inc., 
508 St. Paul St., Rochester 5, N.Y. 


Families with Children: arket- 
ing and advertising data on America’s 
families-with-children, compiled by 
Parents’ Magazine. Included are: 
summary of .U.S. population trends 
(1940-1950) ; a five-year projection 
of the U.S. child population by single 
year of age (1954-1958) ; a compari- 
son of U.S. child population by age 
level, by state (1940-1950) ; distribu- 
tion of expenditures for major prod- 
ucts, families with children vs. fami- 
lies without children; breakdown of 
differences of dollar expenditures for 
specific products and services, fami- 
lies with childern vs. families without 
children. Write to M. E. Michels, 
Promotion Manager, Parents’ Maga- 
zine, 52 Vanderbilt Ave., New York 
r7, Me %. 


Match Book Advertising: 1954 
award winners show how to get the 
most from match book advertising in 
a booklet published by Match Indus- 
try Information Bureau. The infor- 
mation in it includes: why advertisers 
use match books; how to suit match 
books to your needs; how to attract 
readership; match books in packages; 
buying match cover space; circulation 
control; how to pinpoint circulation ; 
mixed caddies; merchandising with 
match books — couponing, brand-line 
promotion, showing product detail, 
listing sales offices and products, terri- 
tory maps; match book advertising 
results; how to figure match book 
costs; agency roles in match book ad- 
vertising. Write to Leon S. Theil, 
Match Industry Information Bureau, 


500 Fifth Ave., New York 36, N. Y. 


Selling the Industrial Market: 
A research report published by News- 
week, covering the growth, complex- 
ity and changes in the total industrial 
market over the past 15 years. It 
explains selling conditions today with 
28 buying-selling case histories, se- 
lected through the cooperation of 28 
leading Milwaukee firms. The case 
histories examine 28 major purchases 
made by representative Milwaukee 
companies during the past six months 
to determine the conditions within the 


Another FIRST for Sales Management 


Most of the pages in this issue are “scored” at the inside margin 
so as to make it easier for you to detach them for filing. The excep- 
tions are where plates bleed into the gutter. We believe it’s the first 
issue of any American magazine to be so perforated for the greater 
convenience of readers. 


Whether it remains an experiment or becomes an every-issue fea- 
ture depends upon subscriber reaction. 


Do you like it enough to tell us so? 


Philip Salisbury, Editor, SALES MANAGEMENT, 
386 Fourth Avenue, New York 16, N.Y. 


HOTELS ‘(Maufair 
“fisennox ¢ LOUIS 


TELETYPE 
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company which led to the decision to 
make the purchase. A corresponding 
study was then made of the 28 suc- 
cessful sellers to these companies in 
order to get the seller’s impression of 
what was done to get the order. The 
comparison of the two studies points 
toward some of the major problems 
facing personal salesmanship in the 
industrial market: how to reach all 
buying influences; how to promote 
better buyer-seller communications; 
how to pre-sell top management and 
combat executive turnover; how to 
achieve better selling to operating and 
technical management; how to over- 
come industry’s established buying 
practices. Write to Arthur McAnally, 
Research Director, Newsweek, 152 


W. 42nd St., New York 36, N. Y. 


The Industrial Distributor: Fact 
book published by Industrial Distri- 
bution. It covers the industrial dis- 
tributor organization and how it 
operates ; the types of distributors and 
what they sell; the number of dis- 
tributors by districts and_ states; 
distributor salesmen; the pattern of 
industrial purchases. Write to John 
R. McMahon, Promotion Manager, 
Industrial Distribution, 3306 W. 42nd 
St., New York 36, N. Y. 


How Many Accounts Can Your 
Salesmen Handle? Data compiled 
by McGraw-Hill Publishing Co.., 
which apply to industrial salesmen. 
First, getting the total working 
time, deducting Saturdays, Sundays, 
holidays and a two-week vacation 
(244 — 1,952 hours — working days 
per year, 8-hour day) the analysis re- 
veals that 12% of the industrial 
salesman’s time is spent on reports, 
sales meetings, etc.; 38% traveling 
and waiting for interviews; 50% 
with customers — which means 976 
hours for actual selling. An average 
of 488 accounts are serviced. If the 
salesman called on them twice a year 
he could spend one hour with each 
company. There are an average of 
three persons in each company who 
should be seen. This allows 20 min- 
utes per person twice a year. On the 
assumption that a salesman will con- 
tact his accounts.at least twice a year, 
McGraw-Hill has prepared a com- 
putation which starts with a mini- 
mum of two calls and continues to a 
possible 12. There are instructions in 
determining how many accounts a 
salesman can service, and a methods 
chart for increasing sales power. 
Write Charlie Brex, Promotion De- 
partment, McGraw-Hill Publishing 
Co., 330 W. 42nd St., New York, 
ie ¥ 
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large advertising agencies recommend 


“THE SALES MANAGER'S AGENCY” 


because . . « they know that we do, more effectively, a variety 
of specialized sales work which they are not usually equipped to 
handle efficiently. But more important 


SALES EXECUTIVES WANT a creative, sales-minded organization to 
work directly with them. Here, under one roof, they get consultation, 
research, ideas, plans, materials and devices for important sales 
department projects 


So, just as Advertising Agencies help the Advertising Manager to 
influence the ultimate consumer, so can “The Sales Manager's Agency’ 
help the Sales Manager increase the effectiveness of his sales organiza- 
tion and the upward angle of his own sales curve. 


Why not call us in for a talk? 


Rn —— METHODS COMPANY, Inc. 
"THE SALES MANAGER'S AGENCY" 
2 6 East 39th Street, New York 16, N. Y. 


Nd 


MU 6-4443 


SERVING SUCH CLIENTS AS — American Chicle, Best Foods, Birds Eye, Congoleum-Neirn, 
Ford Internetional, G | Foods, (all divisions), Hamilton Watch Co., Ladies’ Home Journal, 
Maxwell House Coffee, Monroe Calculating Machine Co., Penick & Ford, Raybestos, Schaefer's 
Beer, Yale & Towne; also Training Programs for U. $. Army, Navy and Treasury. 


. to firms looking for new business, leads for salesmen, 
money-making inquiries! 
It is our business to help you spot your customers... by 
screening prospect lists to pick people most apt and able 
to buy from you... by searching the market to discover 
new sources of potential purchasers for your product... 


by opening doors for your salesmen when they call. 


For more people on your customer lists and more orders 
—let us supply list recommendations and appraisals to fit 
your product. 


To spot your customers, call or write 


PLANNED CIRCULATION. 19 West 44 Street, New York 36, N.Y. 
Phone MUrray Hill 7-4158 


lf You Sell Electrical Appliances, 
The Government Wiil Help You! 


Unbelievable as it 


sounds, 


the Rural Electrification 


Administration can direct you to markets which have 


scarcely been scratched . . . including names, addresses. 


BY JEROME SHOENFELD * Washington Editor 


your products out into the 
idvises REA, where farmers 
ng for them. 
vears ago, you could turn 
electric switch i only one ot 
farmhouses. Long, bittet 
reversed the figures: Now 
10th house, often isolated by 
ible swamp or forest, that lacks 
The other nine 
million farms invariably 
boast that most prominent application 
lights. As for 
ranges, water heaters, freezers, wash- 


more 


of electric power: 
ing machines, not to mention shavers, 
nobod isks farmers to buy them. 


Usuall they don’t. 


The Program 


Now, REA needs appliance sales- 
their electric power, 

created almost 1,000 coop- 
eratives, financed by REA 


Some find it tough going to pay oft 


men. To get 
loans. 


the loans. REA proposes an answer: 
Sell more current by first selling more 
appliances and outdoor equipment. So, 
1 big sales drive has just opened. It 
you want to come in, here are some 
of the things those in charge will do 
for you: 

1. REA will put you next to the 
market 
ever got for nothing 


most detailed research you 
sometimes, for 
instance, names and addresses of tarm- 
ers Waiting tor your dealer to call. 

2. REA can instalment 


credit. 


provide 
3. The co-ops and their statewide 
associations will help you in all sorts 
of ways—finding dealers for you, dis 
playing vour wares, etc. 

4. Sales calendars have been agreed 
on, so that pressure to sell each class 
of equipment will be concentrated in 
appropriate seasons. 

You think of the obstacles to de- 
veloping a rural following and decide 
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that it’s not for you. Some ot these 
genuine and some, so 
it’s said, imagined. 

You have been reading that farm 
income has gone down. But the farm 
census shows that, on the average, 
farmers earn $2 off the farm for every 
$3 they collect on their products. 
They have winter town jobs; they 
run vacation boarding houses. A poo1 
tarmer may be a comfortably situated 
piano tuner. 


obstacles are 


Isn’t it costly to deliver appliances 
over the beaten up dirt roads you find 
in the country? Where there's elec- 
tricity, the roads at least proved good 
enough to use for hauling the 
for the wires. 


pe sles 


Sales managers ask whether farms 
are so tar apart that the market is 
expensively thin. To this Charles H. 
Russell, Washington representative of 
Westinghouse Supply Co., answers 
that a co-op with 1,000 households 
serves +,000 people and that 4,000 
farms are equivalent to a small city 
of 15,000. Nearby is a town where 
tarmers visit and shop regularly. 


First, the Bad News 


More important is the absence on 
many farms of pressure pumps. In 
some wealthy farm homes, water is 
still drawn by hand-pump, sometimes 
attached to a sink, sometimes out-of- 
doors. Lacking a pressure pump, the 
family can use neither a freezing unit, 
a water heater or a washing machine. 

If you deal with a co-op in the 
territory you decide to work, you 
must ask the manager to sketch in 
whatever information he has. A smart 
appliance dealer can exchange favors 
with the local well dealer and perhaps 
arrange for a package sale. 

Greatest trouble is to find good 
dealers. In much REA territory there 


is no such thing as an appliance store. 


In Mississippi, holders of the General 
Electric franchise include the Ellis- 
ville hardware man, a Fayette drug 
store, a furniture store in Meridan, 
various tire dealers, general stores. 

Sometimes, the farmer is convinced 
that the man from whom his wife 
buys canned soups just couldi’t fix a 
freezing unit should it break down. 
Nor does he believe that anybody else 
could for miles around. He does not 
respect the skill of the feed dealer who 
recently hung a sign, “Electrician.” 
as Westing- 
General Electric, train 
their dealers before they let them 
carry the line. Co-ops want dealers te 
do their own servicing. 


Large companies, such 
house and 


Local Problems 


Country dealers, it is often com- 
plained, steer customers away from 
electrical equipment. They handle gas 
appliances too, and prefer keeping 
the permanent business of supplying 
bottled gas. A gas range is cheaper 
than an electric one, but bottled gas 
costs more than electric current. 

Because dealers are so hard to find, 
a company that already possesses re- 
tailing outlets has the edge. If there 
is a big upswing in farm sales of 
appliances, vou may find national re- 
tailing franchises. 
The men who run the farm equip- 
ment International Har- 
vester are respected in their communi- 
ties. The company takes advantage of 
that. Under its own name, it now 
sells household appliances. 

Companies try to persuade the co- 
ops themselves to take dealerships. 
Nothing in the law prevents thei 
doing it. For a co-op manager who 


chains collecting 


stores oft 


sees local dealers lying down on the 
job it must be a great temptation. 
But REA tries, usually successfully, 
to keep its clients out of the merchan- 
dising business. It is not that they 
can’t do it; more often they do it all 
too well. Established dealers are en- 
raged that a borrower from the Gov- 
ernment should compete with them. 
They threaten to drop all sales of 
electrical equipment. Angry letters are 
sent to the local editor or even to 
Congressmen. 

Now that you have heard the worst 
in the farm market sales picture, you 
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Our 27th Aanual “The Annual is a part of 


our office and we keep it in 


a special file as we use it 


@ 
Review Number and refer to it so many times...” 


These Annual Review Numbers have become a year around 
working manual for those who earn their living in the Southern 
advertising field. Demand for them never ends, 
and even in January and February we have ealls for the previous 
March issues... Directories of advertising agencies, 
advertisers in the regional and national field, personnel 
| in the fast changing field in the South are found 
in these Annuals and nowhere else. Our files are full of letters 
such as that quoted above. In the Southeast, the Southwest... 


everywhere in the South... it carries the message. 


Rates — page $225 Whether you work the South from your home 
2/3 page $165 office or through a Southern 
half page $135 branch, The Annual Review Number will 
1/3 page $110 keep your message before this wide field from 
Closes March 10 Maryland to Texas. 


Put the Annual Review Number in your 1955 budget NOW 


Southern ptduertising aud Publishing 


75 THIRD ST., N.W., ATLANTA, GA. 
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will want to know what Govern- 
ment’s help amounts to. 

REA itself has undertaken no 
market research. This is done by 
rural utilities, which it finances. As 
figures come in, REA promises to 
put them in the form sales managers 
can use. From the REA figures you 
should be able to judge which terri- 
tories, if any, to pioneer, or, if you 
already sell to farmers, to compare 
sales districts, for, say, revision of 
quotas. 

From the cooperatives themselves— 
REA will furnish introductions—you 
will get more detailed information, 
so detailed, sometimes, as to amount 
to direct sales leads. 

At present, about 200 co-ops can 
tell you just what equipment, indoor 
and outdoor, is owned by each family 
it serves. REA has just asked all of 
its borrowers to obtain this informa- 
tion and most are doing it. Many, 
in addition, ask their members what 
equipment they plan to buy in the 
next year. If you decide to work a 
given territory, the cooperative may 
provide not merely current percent- 
ages but the names of those who want 
a something yon sell. 

The research shows that farmers 
often lack appliances which urbanites 
take for granted. This is not a matter 
ot poverty. Of the wealthiest—those 
enjoying more than $10,000 yearly 
farm income—fewer than half possess 
electric water heaters, fewer than one- 
third freezers, according to the 1950 
census. Because new territory has 
been electrified since then, you should 
not take it for granted that ratios 


have changed appreciably. 

REA was created during the thir- 
ties to finance the push into the farm- 
lands of electric power. Practically all 
of its money has been spent so far on 
big equipment, generators, motors 
used in transmission. Section 5 of the 
Rural Electrification Act permits 
REA to go into the instalment busi- 


ness. 
The Banking Angle 


A farmer, buying electrical equip- 
ment, may borrow up to $2,500 
against a down payment as low as 
$250, with five years to pay it back. 
Interest on his unpaid balance is 
charged at 4%. 

Here, briefly, is the technical bank- 
ing side: The rural utility borrows 
the money trom REA, advancing it 
to dealers against instalment paper. 
As always, there are restrictions on 
uses of REA money, for example, 
home building, irrigation. If it were 
a matter of installing a pressure water 
system to supply a new freezer and 
washing machine, financing might be 
possible through the combined facili- 
ties of FHA and REA. Other kinds 
of government financing are available 
for irrigation; the sale of electrical 
equipment might be incidental. All 
this the local co-op manager knows 
about. 

3y virtue of Section 5, you receive 
your money as soon as the sale is 
made. The customer can generally 
pay off his debt as part of the monthly 


Spotlight For Your Sales Displays? 


You can have Casey at the Bat, a 
real live chicken trained to play base- | 
ball, on your team at conventions and} 
sales meetings this fall and winter. | 
Casey’s job is to stop the crowds at} 
your selling display. You should see| 
our testimonials on this talented hen’s | 
success. 

The Casey at the Bat unit, actually 
4 chickens and a baseball diamond, is 
shipped to you by express with simple 
instruction on how to set up and han- 
dle. This unique live display has proved 
its effectiveness not only as a crowd- 
stopper but also for its news value on 
radio and television and:‘in the news- 
papers. 

Continuous Performance 

Half the job is building a strong 
selling display. The other half—of 
getting attention—is where Casey 
stars. She will perform 8 to 12 hours 
continuously, day in and day out. 
People quickly discover that she knows 
when she’s going to get a hit. You’ve 


got to see it to believe it. Word gets 
around fast that at your booth is a 
show of major league caliber. 

Casey’s baseball field is 4 x 4 feet, 
small enough to fit nicely into your 
booth. Her motivation is hunger. To 
get feed, she smacks out home runs. 
She needs no coaxing to _ perform. 
Only time she goes into a hitting slump 
is when she is full of feed—that’s why 
we supply 4 birds. 

Yours Exclusively 

We permit only one Casey act in a 
convention. Shs’s yours exclusively. 
Trained by Keller Breland, well-known 
animal psychologist, Casey is so news- 
worthy, she’s been featured on national 
television networks and in LIFE, COL- 
LIER’S and POPULAR MECHANICS. 
Also available and equally effective is 
the Kissing Bunny, a real live rabbit 
who is the Casanova of the rabbit world. 
For details and rental rates, write or 
wire Keller Breland Associates, Inc., 
1112 Grove St., Evanston, II. 


(ADVERTISEMENT) 
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handle collections. Charging them 
with a regular bill should make selling 
that much easier. 

If you already sell rural territory 
but somehow have not been using 
Section 5, you should tell your dis- 
tributors that it is available. If you 
are first entering the field, you can 
work out procedures with the co-ops. 
For full information, write to Richard 
A. Dell, REA, Department of Agri- 
culture, Washington 25, D. C. Ask 
for REA Bulletin 24-1. From Mr. 
Dell you can get details of market 
research with respect either to the 
entire country or selected territories. 

It is the cooperatives themselves, at 
least the live ones, from whom you 
will get most help. ‘The manager of 
one of them, in Washington recently, 
said that a local dealer should tele- 
phone the co-op each morning and, 
with as much indignation he can 
summon, demand: “Well what can 
you do for me today?” 


What's Happening 


Here are scattered things co-ops 
have done: 

In North Carolina, they worked 
out an arrangement with a refriger- 
ator distributor, who had his dealers 
set prices slightly below list. In_re- 
turn, the co-op gave buyers a premium 
of free kilowatt hours. In counties 
where refrigeration was all but un- 
known, refrigerators were installed 
free for 30 days. Farmers who de- 
cided to buy were told that they could 
pay off their instalment credit as part 
of the regular electric bill. Because 
the co-op offered free power for 
awhile, bills scarcely increased in the 
early months. 

Through their statewide associa- 
tion, the North Carolina cooperatives 
take periodic surveys among members, 
covering ownership and buying plans 
for listed products. Results are fed to 
interested distributors and dealers. 

The Kentucky association of coop- 
eratives has been in the business of 
promotion for several years. It keeps 
up-to-date records of what equipment 
farmers own. These records it trans- 
lates into tables showing county sales 
potential. From the tables it helps 
distributors set quotas for their 
deaiers. 

The cooperatives provide both dis- 
tributors and dealers with member- 
ship lists. From time to time, they 
offer exhibition space for demonstra- 
tions, special promotions, etc. 

The Kentucky association publishes 
a “Marketing Analysis Guide” for 
manufacturers and _ distributors, 
which, county by county, provides 
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GREAT DISCOVERIES THAT REALLY PAID OFF! 


WEST GETS LAST CHANCE 
TO SAVE ASIA FROM REDS 
(etme 


15, 1954 


After Sir Walter Raleigh discov- 
ered Ralph Lane, first Governor 
of Virginia, puffing on the rolled- 
up leaves of a strange plant 
called “‘tobacco,” he returned to 
England and introduced pipe- 
smoking there. 

He could not even imagine that 
his discovery would gain world- 
wide popularity; nor could he 
have forecast the 20.9 billion 
dollars which was spent in the 
U. S. alone, last year, for tobacco 
products. 

The popularity of GRIT pays off, 
too! Readers love GRIT—pay 
10c a copy—$5.20 a year to read 
it. And because 85% of GRIT 
circulation is single-copy sales, 
readers have 52 times a year to 
reaffirm their faith in it. 


The power of GRIT has been 
proved for other advertisers .. . 
it will pay off for you, too! 


Another Case History Where 


GRIT PAID OFF! 


Prince Albert Tobacco—a long- 
time, consistent advertiser in 
GRIT—¢gets an increasing share 
of the big pipe-smoking GRIT 
Market each year. 53.8% of 
Small-Town GRIT Families buy 
pipe tobacco and P. A. outsells 
the second most popular brand 
by 6-to-1. 


GRIT PUBLISHING COMPANY 


WILLIAMSPORT, PA. 


Represented by Scolaro, Meeker & Scott in New York, Chicago, Detroit, 
Philadelphia and by Doyle & Hawley in Los Angeles and San Francisco. 


the measure 
of this 
market 


against “194” for the State 


and “100” for the Nation 


according to the 


quality of 
market index 


Sales Management Survey 


of Buying Power 
APPLETON (wis, 
Post-CRESCENT 


Appleton « Neenah ¢,;Menasha, Wisconsin 


Ideal Good Will and 
Remembrance Advertising 


GIFT! 
CHRISTY 


Sliding Blade 


KNIFE 


with your name 
or message 
ETCHED on blade 


Handiest Pocket Knife 
Ever Designed... 
Finest Quality 
Razor Steel Blade, 
Chromium Plated. 
Stainless Steel Frame 


(Also 3 DeLuxe Models 
with rolled gold plate) 


BOVSSIW ONISILUTADY uC 
JWVN WHld HOI JOVdS 


Write for details 
and prices 


The CHRISTY Co. 


911 Dickinson St. 
Fremont, Ohio 


figures on family purchasing power, 
number of meters, farming and esti- 
mated market potentials for selected 
equipment. For this “Guide” write 
to J. K. Smith, Executive Manager, 
Kentucky Rural Electric Co-op Corp., 
1430 Mellwood Ave., Louisville, Ky. 
Everywhere you will find co-op 
managers ready to negotiate premium 
sales: power offered as a premium to 
buyers of equipment, new appliances 
given to big users of current. ‘Uhey 
will suggest new promotions. 
Suppose a cooperative gives your 
dealer a list of members who want 
to buy vacuum cleaners. The co-op 
might take over half his toil of going 
ahead, making the sale. The dealer 
might be told, for instance, to leave 
his literature and the cost of postage: 
It is simpler tor the co-op to address 


Ahoy There, Doctor! 


and mail the letters. Or, the cooper- 
ative might invite interested people to 
its own offices for a product demon- 
stration. 

As to advertising to co-op members, 
the statewide publish 
monthly newspapers for consumers. 
You can get a list, along with rate 
cards, from Rural Electric Consume 
Publications, Shoreham Building, 
Washington, D. C. Co-op Power, 
416 East Ithaca Street, Ithaca, N. Y., 
circulates among co-op officials and is 
equivalent to a business magazine. 

An interested sales manager should 
first deal with Government, writing 
to Mr. Dell of REA. If you know 
which territory you are most inter- 
ested in, he will tell you which CO-Ops 
or state associations to contact. 

The End. 


associations 


The Upjohn Co., Kalamazoo, Mich., seeking an idea that would make 
Zymadrops (a vitamin preparation for children) stand out among the 
hundreds of samples doctors receive every week, came up with this 


one: 


Bottle, dispenser and product-leaflet were enclosed in a plastic boat. 
Boats are made of polyethylene, are in two parts with bridge and 
funnel serving as a lid. Parts are in both red and white to make four 
color schemes available. Secondary use is obvious: a charming gift 


for a child patient. 


Says J. Curtis Gauntlett, Upjohn advertising manager: “Never be- 


fore a sample so well received... 


and it cost little more than the 


conventional samples we have used in the past.” More than 2,000,000 


were mailed to physicians. 


Unit was designed by Painter, Teague and Petertil, Chicago; manu- 
factured by Ger-Ell Mfg. Co., Chicago. 
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DO-IT-YOURSELF SHOW proves 
Detroit Means Business! 


Do-It Show 
Ends Record 
Detroit Run 


The Do-It-Yourself Show 
sponsored by The Detroit News 
ended its 8-day run with a 
final record outpouring of De- 
troiters viewing the many help- 
ful exhibits. Throngs which re- 
peatedly taxed the facilities of 
the huge Artillery Armory, ex- 
ceeded any other show of its 
type ever held in America. 


Hundreds of thousands of 
people saw the displays, worked 
power tools, tried a few stitches 
on a sewing machine, rolled on 
a patch of paint or otherwise 
examined their own talents in 
the light of the newest in home 
improvements. 


Show officials said the over- 
whelming response to the first 
big Detroit show of this nature 
was an indication of the un- 
usually strong interest here in 
all matters pertaining to the 
home. Veteran showmen were 
amazed at the turnaway crowds 
that visited the Armory nearly 
every day, snarled traffic and 
overflowed the enormous park- 
ing lots. 


The Show, with nearly 250 
booths offered thousands of 
ideas on how to improve the 
home or select a hobby. Dis- 
plays by a large number of 
schools, universities and city 
departments added to the 
interest. 


Eastern Office: 110 E. 42nd St., New York 17 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 
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Detroiters are a handy people. Their jobs demand mechanical 
and manual skills that make them adept at doing things for them- 


selves. . . home improvements, mechanical repairs, hobbies. 


This was demonstrated recently when hundreds of thousands of 
Detroiters paid for admission to the Do-It-Yourself Show sponsored 
by The Detroit News, and promoted solely through The News and 
its affiliated radio stations. Total attendance for the 8 days exceeded 
that of any show of its type ever held in America! 


And they didn’t come just to LOOK. Detroiters have money to 
BUY. Actual Sales made at the show, as reported by exhibitors, 
totalled hundreds of thousands of dollars! 


YOU can reach these Detroit Do-It-Yourselfers any day through 
The Detroit News, Detroit’s HOME newspaper, with the largest 
total circulation of all Michigan newspapers. The News produces— 
that’s why it carries more advertising linage than both other Detroit 
newspapers combined. 


The Detroit News 


THE HOME NEWSPAPER 
Weekday Circulation 451,237—Sunday Circulation 561,830 ABC 3/31/54 


Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Pacific Coast: 785 Market Street, San Francisco, Colif. 


* The eleven resistor types thewn above (sever 
took tors) Pepresent the mest complet: 
Thetulaeturer 
arctully cuutral every tep v 


a stock of component 
eerstss may be quickly assernbicd 


+ Mewwt Vernon N. ¥ 


FLUORESCENT DAY-GLO 


INK —applied to magazine 


inserts — provided a brilliant red color as an attention- 
commanding device for small Ward Leonard Electric to 
win the interest of buyers against all comers. Bright red 
parts show up here as dark areas in this black and white. 


How to Fight and Get Sales 
With Only $64,000 in Ads 


Ward Leonard Electric's competitors are the giants—and 


several smaller companies. So extra sales savvy is vital. 


What can a small manufacturer 
of electrical components do to make 
its advertising stand out against such 
promotional giants as General Elec- 
tric, Westinghouse, Allis-Chalmers. 
Cutler-Hammer and a dozen others? 

The Ward Leonard Electric Co.. 
Mount Vernon, N. Y., faced this 
problem, won one of the National 
Industrial Advertisers Association's 
coveted Topper Awards for the solu- 
tion, 

A pioneer in electrical control, the 
company manufactures a wide variety 
of resistors, relays, rheostats and con- 
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trol elements which are used as com- 
ponents in all kinds of electrical 
household appliances, electrically op- 
erated industrial equipment, atomic 
submarines, electronic “brains,” 
guided missiles and many other mili- 
tary devices. As a _ result, Ward 
Leonard has a score of smaller com- 
petitors—specialists in one type of 
component only—all fighting to di- 
vert attention from WL advertising 
and orders from WL representatives. 

This tough problem was made 
more difficult by the company’s lim- 
ited advertising budget. 


Here are the objectives agreed up- 
on by Ward Leonard and its agency, 
the James Thomas Chirurg Co., Inc.: 

1. To give Ward Leonard, a rela- 
tively small advertiser, the appear- 
ance of leadership in the field of elec- 
trical controls. 

2. To get this across to as large an 
audience as possible by featuring (1) 
important applications of Ward Leon- 
ard components and (2) the un- 
equaled breadth and quality of Ward 
Leonard’s line. 

Since the company had already 
established the fact that case studies 
were its most effective selling tech- 
nique in advertising, it was decided to 
base this new campaign on_ case 
studies of WL components in dra- 
matic and newsworthy devices made 
by WL customers. These case studies 
include the Nautilus, world’s first 
atomic submarine; 1BM’s remarkable 
electronic translator; big city traffic 
control; continuous weighing belts. 


“Reputation Insurance" 


WL also had a big job to do in 
selling the outstanding quality fea- 
tures of its various classes of com- 
ponents. Constant is the battle to 
convince purchasing agents of original 
equipment manufacturers that it 
makes sense to spend a: few pennies 
more for WL quality components as 
“reputation insurance” for the OEM. 
It was decided further to include 
straight hard-selling product adver- 
tisements in the requirements. 

That old bromide, “an advertise- 
ment first has to be seen or it can’t 
be read,” was seriously studied. How 
could WL advertisements go into the 
advertising market place and attract 
attention to themselves and away 
from Gargantuan competitors with- 
out loss of dignity? 

Studies confirmed the fact that 
heavy-stock inserts compel greater at- 
tention by the mere fact that a maga- 
zine automatically opens at that 
point. 

A pattern began to form: WL ad- 
vertisements would be on 100-pound 
stock inserts; on the front page, a 
dramatic case study including, if pos- 
sible, a testimonial statement by the 
users; on the back page, a reason-why 
product advertisement of the WL 
component featured in the case study 
on the front. 

After reaching this point, a search 
was instituted to see whether some- 
thing might be added to increase the 
attention value of these inserts. For 
example: the Norton Company’s out- 
standing idea of coating a reproduc- 
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To Sales Management Subscribers 


selling PACKAGING 


Right now many of your fellow readers of Sales Management 


are INITIATING and OKAYING PACKAGING Changes 


Arere 2 how you can his of selling “There Meu 


Who would ever suspect that Coca Cola 
would suddenly abandon its single-size pack- 
aging policy and start experimenting with 
new sizes and packages? 


You never know when packaging revolutions 
may be brewing behind the iron curtain of 
competitive secrecy. That’s why your story 
should be so well known to the men who 
initiate and okay these changes that your 
company comes to their minds immediately 
when a package change is agreed upon. 


Who are these men? They’re the company 
and division sales chiefs, whose titles may 
be: President, Vice-President in Charge of 


Sales, General Sales Manager, Sales Man- 
ager, Product or Division Sales Manager. 


They’re your fellow readers of Sales Man- 


agement — who, in a recent SM survey 
revealed that 


79 Ke) have an active voice 


in determining design and materials for 


the package. 


61 Se planned packaging 


changes in the next six months. 


Use Sales Management to back up your advertising in the trade and technical 
magazines... to be sure of selling these top decision-makers in the various 
vertical fields — food, drug, beverage, cosmetics, ete.... 


Send now for specially prepared brief... “Packaging and Sales Management” 
. showing how Sales Manageement’s exclusive approach to these men offers 
you additional sales insurance all across the top of your market. 


386 FOURTH AVENUE, NEW YORK 16, N. Y. 
333 N. MICHIGAN AVENUE, CHICAGO |, ILL. 
15 EAST DE LA GUERRA, P.O. BOX 419, SANTA BARBARA, CALIF. 
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tion of a grinding wheel (on an in- 
sert) with abrasive crystals to in- 
crease its “stopping power.” 
This search finally led to the de 
LOOKING cision to add a second color in tluo- 
rescent Day-Glo ink. As far as the 
; company knows, Ward Leonard's 
i 


. ° ‘ 
Sm 6 — a NY was the first use of fluorescent ink 
— y FOR A GOOD in trade journal advertising. 
— These attention-arresting inserts 
— 


=F have been appearing in Electrical 

? Manufacturing, Electronics, Machine 

l COST PR hil Tl | Design, Industrial Laboratories, Pur- 
aun cauaen nel © chasing, and Design News. 

“These six primary publications 
serving our widely varying markets 
are all heavy volumes,” says James 
E. Reagan, WL’s advertising and 
sales promotion manager. “Response 
from two-page inserts using Day-Glo 
ink as second color runs 20% greatet 
than our one-color spreads used in 
the same period last vear.”’ 

Frank E. Beede, general sales man- 


{ _ 
\ ager, says, “Although we are a rela- 
4 ' 


tively small manufacturer, the 


> aah € breadtl of our li > puts si di 2c 
CREATE THAT FESTIVAL IS, AIR! readth of our line puts us in direct 


competition with several of the larg 
est manufacturers of electric control 
GIVE AWAY IMPRINTED EAGLE BALLOON ; devices in the world. In addition, we 
; compete with a score of component 
makers who specialize in the manu 
facture of one or two items which 
they plug continuously. 


May Be Overlooked 


’ 
‘ 
‘ 
‘ 
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‘ 
‘ 
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GIFTS YOU CAN'T BUY IN STORES “Our problem is further intensified 


The finest cheeses tn all the world right from America’s Little by the volume of advertisements 1n 
Switzerland Here is aged, natural cheese with the satisfying, our principal industry publications. A 
delicious flavor that only our slow, old-world methods achieve. You Lowe lvertisement in such book 
; , st : *‘rtiseme s s 
get only the choice center curs. Beautifully packaged and gift boxed, ee See ‘ 
\ Swiss Colony cheeses are mailed direct to you and your gift list stands a good chance of being over- 
A ; looked. 
o\Ked BeOKES... Thre of our most popular gift packs that ever ta ; . 
\ ’ eae RN ea a 1d 4 Interesting case study advertise- 
} me lik hive ge ous cuts include June-cured Swiss, ol i . : 
Aged American, Golden Port Salut, plus a deliciot ments, showing our products in us. 
1. Prices include shipping costs in important equipment made by rep- 
utable, recognized concerns, help the 
reader to draw a definite inference as 


ction 
« 


Pack 4SO—Red Box, 4 Ibs., del. $5.65 Send for free booklet in full color — shows 
Pack 5SO—Red Box, 5'/2 Ibs. del. $7.65 other beautifully packaged assortments 


t ali Ward Leonard product 

Pack 6S0—Red Box, (4 Ibs. cheese) and TRAYS THE SWISS COLONY & to quality of Ward I ve rd products 

(14"" of natural grain hardwood, del. $9.95 52 Cheese Row, Monroe, Wisconsin used. I he heavy-stock, two-page sly 

. ert printed with arresting Day-Glo 
ink as the second color insures our 

SSCS SHES SESS SSS SEES TESTES SEES STEERER s ee eee eee eee . ° ° 

advertisement against being  over- 
2 looked we 
Coming ... ; ' 

9 Although the annual budget is but 

$64,000, the following achievements 

have been reported: 

Tune in on Arthur Arvil's Dream | 1. Initial reaction from customers, 
prospects, distributors, and. salesmen 
has been favorable. 

Convenience-Happy buyers are discovering Sakrete. If you see the 2. Use of Day-Glo has drawn con- 


need for a new product, launch it, and you may be swept up in a boom. siderable 


Oe Ce ee Oe er Te 


Millions of Do-It-Yourselfers 


attention to the inserts. 
Campaign has not yet been running 
long enough to document its effect on 
sales, but response to date indicates 
November 1 that the leadership story is getting 

across where it does Ward Leonard 


PTETITTILLILL ILL irr TTT TTT TTETTCTOCTICTIOICITIIITTITe th the most good. The End. 
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the Holiday Seasou.... 


but all through the year, give memo books to 
your customers—distribute them at meetings, 
conventions and your trade shows. Have your 
salesmen give them out on their calls or insert 
them with your mail. 


With your ad gold-stamped on the front cover 
and additional advertising copy printed on the 
inside of the cover, these memo books put your 
name right in the hands of the people you want 
to remember you. 


Available in various colors and grains of gen- 

vine and imitation leather. Tell us how many 
Sample No. E-56 dé you can use and we'll send a sample and give 
Stun atonail y. you full cost information by return mail. 


3” x 4%” 


ADVERTISING CORPORATION OF AMERICA 
TWO PARK AVENUE ¢ NEW YORK 16 


Factory ¢ Easthampton, Massachusetts 
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SMART-LOOKING ON THE OUTSIDE... SPECIALLY 

EQUIPPED INSIDE ...UNITED VANS SYMBOLIZE 

THE EFFICIENCY AND CLEANLINESS OF UNITED'S 
PRE-PLANNED, SANITIZED MOVING SERVICE—A 
SERVICE YOUR PERSONNEL WILL APPRECIATE. 
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a Fo eae. ge 
PRE-PLANNED Moving In Sanihiged, Vans— Exclusive With Sum 
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in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 


Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 

Drive-ins 

Drug Stores 
Fountains 

Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highways 
In Industry 


THEY ALL HAVE 
ONE. THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FOUNTAIN & FAST FOOD 
for on advertising schedule 


FOUNTAIN & 
FAST FOOD 


the MAGAZINE Serr ing counter 
and fountain restaurants 


386 FOURTH AVE. al 
NEW YORK 16, N. Y. 


Before You Work out 
Your Budget Presentation .. . 


DIAGRAM NO7 


Capita Expenditures 
S years 1949-1953 
MILLIONS OF DOLLARS 


AND 
NATURAL GAS 
LIQUIDS 
PROOUCTION 


PIPELINES 


TANKERS 


REFINERIES 


MARKETING 


OTHER 


SINCLAIR OIL CORPORATION AND SUBSIDIARIES 


. . » Take a Long, Hard Look at the 
Over-all Corporate Money Problem 


Selling a budget is like selling a product ... you must get over on 
the “prospect’s” side of the fence before you can frame your approach 
and present convincing arguments. The excellent budget presentation 
described in this article was planned with the figures in this chart as 
a background. Meaning: management is likely to be impressed with 
its responsibility for the “big-gob” budgets, needs to be reminded of, 
and sold on the idea that the smalier budget tagged “marketing” is 
the only one that can make the bigger expenditures for facilities and 


equipment pay off. 


How to Sell a Budget 


(Article begins on page 36) 


Communication: While the word 
“communication” is working overtime 
in business and education, the trans- 
ference of ideas from one mind to 
another is pretty sloppy in much of 
our persuasive effort. 

Too much of our sales communica- 
tion is on a high level of abstraction. 
We depend upon “lazy” expressions 
like “absolutely guaranteed,” “high- 
est quality,” “better,” “best” and 
“terrific” to sell our wares. They may 
pave the way for a “one-time” sale 
under the influence of a dominant 


personality, but they collapse like de- 
flated balloons in the silence of retro- 
spect. Management does not react to 
“empty” words. 

Methods and media must be suit- 
able for the job. Transfer of ideas by 
vaice alone is horse-and-buggy com- 
munication. The tools of selling, for- 
tunately, are adaptable to dramatic, 
colorful presentation. Contrasted to 
real estate, pipes, brick and mortar, 
they can quicken the heartbeat of any 
executive who takes pride in his com- 
pany’s progress in the competitive 
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market places of our age. 

The first objective of any presenta- 
tion is organization. That is to say, 
it must have the same measure ot co- 
herence, orderly progression of ideas 
and climactic ending as a good sales 
From the initial 
things to be discussed to the closing 
should 


written 


story. outline ot 


paragraph, the presentation 
be carefully prepared in 
form. Too frequently we assume that 
we know exactly what we mean to 
say. When we sit down and try to 
write it out for explanation to some- 
one else, we are 
inadequacy in 
meaning across. The budget presenta- 


surprised at oul 
getting our precise 
tion should be tested on someone un- 
familiar with the topic matter. It is 
all too easy to lose listeners along the 
way, especially when the time allotted 
is short. 

Putting a presentation together so 
that it is both logical and interesting 
takes time and patience. 

In the presentation made to Sin- 
management, the 1954 
sales promotion budget was broken 


clair’s top 


down into 26 categories. Each cate- 
gory called for expenditures ranging 
from $15,000 to $750,000, The total 
budget ran well in excess of $2 mil- 
lion. Some make interesting 
visualization; others 
are commonplace. To avoid interest- 
lag many items were grouped to- 
gether. Others were given time and 
treatment consistent with their impor- 
tance and adaptability to dramatiza- 
tion. Topics were arranged so that 
items relating to the same general 
promotional efforts were grouped to- 
gether. Just as related items in a 
super market suggest natural group- 
ing—a sponge with a can of cleanser 

and keep the customer from run- 
ning all over the store in search of 


topics 


discussion and 


her needs, so do topics in good rela- 
tionship help the presentation. One 
idea helps sell another and the mind 
is kept from wandering all over the 
verbal landscape. 

Here is the breakdown of the 26 
categories, some of which are illus- 
trated in the accompanying photo- 
graphs: 


Salesman and distributor: 
Lube oil drives. 
Sales presentation materials. 
Area incentive campaigns. 


Dealer: 
Tour bureaus. 
Highway maps. 
Rest room cleanliness. 
Quick-change signs. 
Spring and fall Sinclair-ize cam- 
paigns. 
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Major point-of-purchase. 
Capacity day promotion. 
Dealer 50/50 direct mail campaign. 


Publications: 
“The Sinclair Dealer” 
ice Factor.” 


and “Serv- 


Lubricants: 
Motor oil and grease. 
industrial oil. 
Lubrication index books and charts. 


Training: 
Dealer training. 


Department Budgets: 
Fuel oil. 
Aviation. 
Specialties. 
T.B.A. 


Special products. 


Miscellaneous: 
Literature and novelties. 
Projection and other equipment. 
Freight. 
Envelope enclosure. 


The first move in making any kind 
of detailed presentation to men habitu- 
ally time-short and problem-pressed, 
is a short, clear statement about the 
things to be discussed and how much 
time it will take. The opening words 
of our presentation shaped up some- 
thing like this: 

“Gentlemen, we are going to take 
45 minutes to talk about the sales 
promotion budget. We hope to show 
you how vour money was spent last 
vear, results achieved and economies 
effected. We then plan to show you 
how we can do a better job in the 
forthcoming vear and how much 
money we will need to do the job. 

“This presentation, incidentally, 
will be taken to our field manage- 
ment in each district so that we may 
get their opinions as to the effective- 
ness of the promotional dollar spent 
this vear and their suggestions as to 
how to do a better job next vear. 

“First, here is a picture of sales 
promotional expenditures for the cur- 
rent vear. ..” 

Thinking was quickly pointed in 
a specific direction, uncertainties about 
duration dispelled and the presenta- 
tion cff and running. The first of a 
21 Vu-Grams (overhead projector 
slides) was ashed on the screen: a 
pie chart showing sales promotion 
dollar percentage of the over-all ad- 
vertising and sales promotion budget. 


Change of media: No human 
voice, no written paragraph can ever 
carry the conviction, drama and in- 
terest inherent in a picture of the 


BUSINESS GIFTS 
COST ONLY PENNIES 


Leather-Grained 
Plastic Wallet 

With Your Company 
Name Stamped in Gold 


This expensive-looking wallet is ideal 
for men or women. Makes a fine Xmas 
gift, new account-opener, small cus- 
tomer gift, “Open House’’ souvenir, 
etc. Made of durable plastic in hand- 
some leather grain. Your company 
name and advertising message hot- 
stamped in gold. Write today for 
samples and prices, and for complete 
line of different types as well as better 
quality advertising specialties. 
Write Dept. 30 


AMSTERDAM CO. 


AMSTERDAM, N. Y. 


Oravisual 


GIANT FOLDING 
WHITEBOARD EASEL 


MODEL G 330 
for use with 
GIANT PAPER PADS - SIZE 45”x35i” 


Here at last is a Whiteboard Easel that truly 
measures up and replaces the old fashioned 
blackboard. With its huge paper writing pads, 
this Giant offers you a multitude of advantages 
for every type of meeting and conference. Its 
writing surface is almost twice that of our 
standard model easel. And yet, this Giant folds 
up smaller—in just 7 seconds. It's all aluminum 
but worth its weight in gold. 


Write for detailed literature. 


ORAVISUAL COMPANY, INC. 


Factory & General Offices 
Box 609 Station A St. Petersburg, Fla. 
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FOR THOSE “SPECIAL 
NAMES ON YOUR LIST — 
YOUR CUSTOMERS, ASSOCIATES, 
FAMILY and FRIENDS 


Superb, broad-breasted birds which have 
been slowly cooked in natural hickory 
smoke to flavorful, juicy, tenderness 

those are Custom Smoked Turkeys, Smoked 
Not dry and 


wooden, but juicy and with a rare flavor 


Geese and Smoked Capons 


unequalled by any others you may have 
tasted. Each bird is a beautiful, golden 
brown —a picture to behold, a taste treat 


that will be long remembered 


They are beautifully wrapped in a gaily 
decorated carton and a gift card is en 
closed. Shipped postpaid anywhere in the 
U. S. Arrival in perfect condition is guar 
anteed anywhere within Railway Express 


delivery limits 


We are interested in getting complete details and 
prices on Custom Smoked Turkeys, Geese and 


Capons 


i ME AGE ig LS PO 
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# CUSTOM FOOD PRODUCTS Inc. 4 
DEPT. 5D z, 


701 N. WESTERN AVE., CHICAGO 172, ILL. $ 
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edge. 


ciate the innovation. 


So it’s up to you. 


Try an Experiment on This Page 


Try a simple experiment. Assume that you consider this page to have 
some lasting interest. You want to file it. Tear it out along the scored 
.. Easy, wasn’t it? If you don’t realize fully how easy and satis- 
factory it was, try tearing out pages from any side-stitched magazine 
which is not so scored at the edges. 


it’s an experiment with us, too. It adds considerably to our produc- 
tion costs and we shall consider it worth-while only if a substantial 
number of subscribers will take the trouble to tell us that they appre- 


Philip Salisbury 

Editor, SALES MANAGEMENT 
386 Fourth Avenue 

New York 16, N.Y. 


thing or event itself. For that reason 
our presentation was kept in constant 
motion between figures on the screen 
and materials tor which the budget 
was expended. 

The procedure went like this: 

First, a black and white Vu-Gram 
depicting the budget item and cur- 
rent year’s expenditure was cast on 
the screen. In some cases a detailed 
breakdown of items covered by the 
budget was quickly checked off. 
(Check marks made with grease 
pencil on the transparency appeared 
on the screen.) Whenever sales re- 
sults could be tied to an expenditure, 
hey were shown on the screen broken 
down by each of Sinclair’s six dis- 
tricts. For example, in the case of 
the June, July and August lube oil 
lrive, gallon sales and percentages ot 
ncrease were pointed out in evidence 
»f value received for money spent. 

Little time was wasted on the Vu- 
Grams. They were quickly covered 
and at no time was more than 30 sec- 
onds expended on any one slide. 

Attention was immediately diverted 
to the materials for which the money 
was spent. In five 30” x 40” acetate 
binders, made especially for the pres- 
entation, the materials made an ar- 
resting exhibit. (These binders were 
given quite a workout when we took 
the presentation, in slightly modified 
form, to our six districts. They have 
since been used for other similar pur- 
poses. ) 

In some cases, of course, pictures 
were used. A major point-of-purchase 
campaign was illustrated with a bro- 
chure originally sent to the dealer 


to show how his station would look 
completely decked out for the big 
event. Actual portfolios and presen- 
tation pieces were displayed with a 
short statement as to their use. A 
major attraction, a full-size 8’ x + 
Day-Glo paperboard sign, was ele- 
vated for all to see. 

Two “affective” elements in a 
presentation are “voice” and “change 
of pace.” Three of us alternated in 
showing and discussing the materials. 
Action was reasonably fast and un- 
interrupted. Diverting and wearisome 
time-lags were eliminated. 

Management wants facts. But 
management is also pressed for time. 
Because a presentation overloaded 
with details can well kill off the ma- 
jor points to be made, documenta- 
tion should be made available for 
later (or prior) reading by those 
who seek evidence for the broad state- 
ments in the presentation. Mere 
that documentation is at 
hand for examination usually satisfies 
our listeners. For example: A de- 
tailed report, particularly directed at 
economies effected during the year, 
was placed on the table for those who 
were interested. It was mentioned 
at the beginning of the presentation 
to preclude questions that might im- 
pede the flow of main ideas. 

The final move, and ultimate aim 
of the presentation, was a listing of 
all budget items, along with current 
expenditures and amounts required 
for the coming year. Here, the scat- 
tered pieces came back into one com- 
posite picture: The budget ceased to 
be an interesting story and again be- 


awareness 
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Delegating Responsibility 


1. Explain the task thoroughly. 
Let the employe know its pur- 
pose, why it is important and 
how it relates to his other work. 


2. Get him to describe it back to 
you so you’re certain he under- 
stands. 


3. Ask him if he feels he can do 
it properly. 


4. Agree on a deadline. 


5. Tell him you will check with 
him after he has completed the 
task. But let him know when 
you will check. 


—Alfred R. Lateiner 


The Techniques of Supervision 


came a budget . . . money to be spent. 
Its frame of reference, however, had 
been enlarged to take in a variety of 
tools, objectives and accomplishments. 
During the presentation, the budget 
became a living thing and a personal 
thing. A few figures on a piece of 
paper now had new meaning and 
clarity and a major obstacle had been 
reduced—the disinclination of con- 
servative people to spend money with 
too little knowledge about the bene- 
fits of the transaction. 

Approval of the entire promotion 
budget by our management provided 
a happy ending to this story. But 
much more important to oul depart- 
ment was.management’s larger con- 
cept of the problems and _ activities 
of sales, especially in retailing and 
promotion. ‘The way was paved for 
future discussions in the same vein. 
Conditions which put two forces in 
frustrated opposition, so prevalent in 
industry today, cannot endure in the 
same room with carefully planned 
communication and understanding. 

Additional benefits came with our 
taking the presentation, slightly modi- 
fied, to our six districts where the 
year’s promotional activities were re- 
viewed and evaluated in the hind- 
sight of accomplishment. Suggestions 
as to how to do the job better next 
year were kicked around. Participa- 
tion by field management opened the 
door to better understanding and sup- 
port of tuture promotion at the point 
where all money, thought and effort 
must pay off. The End 
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here’s a triple-action 
Sales stimulant 


increase sales to active customers 


& - 


obtain new, profitable customers 


awaken dormant customers to action 


After a simple preliminary evaluation of your overall 
sales effort, you can easily and economically initiate a 
procedure that will be instantly productive for your 
operation. 

A 26-page handbook of proved-in-practice methods 
to accumulate and visualize the data needed to promote 
profitable sales is yours for the asking. Carefully and 
systematically organized by leading business analysts, 
this colorful brochure outlines sales stimulants em- 
ployed by many of the nation’s most successful busi- 
nesses . . . listed on the back cover of the brochure. 
Included is a handy check list to help you quickly 
analyze the specific, characteristic needs of your par- 
ticular business. 

Mail the coupon today for your persona! copy of this 
informative brochure. There is no obligation, of course. 


isa 


Room 2057, 315 Fourth Avenue, New Yor! 10,N.Y 


Please send me a free copy of handbook k D524 
“How to Increase Profitable Sales” 


NAME & TITLE 


FIRM NAME 


STREET & NO. 


ZONE STATE 


Are You Selling Your Share of 
Civilian Goods to the QM Corps? 


Here is an ABC explanation of what the Quartermaster 
Corps purchases, where it buys, and how you should start. 


wo thousand padlocks, 37,000 


vas cots, 10,404 baking and roast- 
softballs - these 
were a few of the items recently on 
the shopping list of the U.S. Quar- 


pans, 23,480 


termaster Corps. 

QMC isn’t the largest government 
Air Corps pro- 
money, and 


purchasing agency 
spends more 
Ordnance buys more items. But the 
Quartermaster Corps purchases more 


curement 


ivilian-type merchandise than any 
other federal agency. The QM pro- 
curement list totals some 77,000 sep- 
arate items of food, clothing, and gen- 
eral merchandise. That is approxi- 
mately the number of offerings in a 
Sears, Roebuck catalog. 

How much the 
Corps spends on a year’s shopping is 
classified. But in fiscal 1953, which 
ended June 30, the Chicago purchas- 
ing office alone awarded 9,058 con- 
tracts valued at $197,980,532. These 
figures do not include perishable food 
or clothing, and cover less than half 
of QMC’s total general merchandise 
purchases. 


Quartermaste! 


All Branches Covered 


In case you think the Quarter- 
master Corps is solely an Army sup- 
ply outfit, you’re wrong. Many items 
the agency buys are used by all 
branches of the armed forces. 

Another common 
about the Quartermaster Corps is that 
large firms get all awards. Officials 
of the 


ly on 


misconcept ion 


maintain they rely 
“small business,” which 
the QM defines as any firm with 
fewer than 500 employes. QM. ofh- 
cials point out that 60% of the nearly 
$198 million spent by the Chicago 
purchasing office in fiscal 1953 went 


agency 


strong 


to prime contractors who came unde: 
this definition of small business. 
Small business won 68.30 of the 
9,058 contracts awarded during that 
period. 

These figures do not include the 
role small business has played as sub- 
contractor in QMC procurement. An 
over-all breakdown is not available, 
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but one contract awarded last year, 
valued at $3,110,233, involved 56 
small business subcontractors. These 
56 firms received $1,422,397 for their 
share in the contract, 69° of the 
money spent by the prime contractor 
on subcontracts, and almost 46° ot 
the value of the entire contract. 

Four types of quartermaster offices 
handle the buying job: 


1. The purchasing offices. There 
are four, located in New York, Chi- 
Philadelphia, and Columbus, 
O. They buy general merchandise- 
everything from paper clips to port- 
able laundries, pots and pans to fox- 
hole shovels. 


cago, 


Quartermaster Market Center 
System, which buys perishable food. 
Headquarters are in Chicago. There 
are 10 regional offices, and a varying 
number of field offices. 


3. Procurement by depots. The 
procurement of many low-cost items 
with limited annual expenditures for 
local and regional requirements is 
handled by quartermaster depots and 
army general depots under command 


of ON rc officers. 


4, Post buving offices, although 
not under the jurisdiction of the 
Quartermaster General, buy many 
items of low dollar value. 


Where to Begin 


If you’ve never tried to sell to the 
Quartermaster Corps, the best place 
to start is at your nearest QM pur- 
chasing office. In many cases, this is 
the agency that buys your company’s 
product. If not, the office will direct 
you to the right place. 

Throughout the (Quartermaster 
Corps, with the exception of the mar- 
ket center system, there is one general 
procedure for opening business rela- 
tions with small business. If your 
firm fills QMC’s definition, and it is 
not in the perishable food business, 
the first step is to obtain a “Standard 
Form 129” from the buying office you 
are dealing with, which may be one 


of the four purchasing offices, a de- 
pot, or a post buying office. This form 
asks for basic information about your 
firm—finances, experience, sales vol- 
ume and, in many cases, production 

Along with the form 
comes a list of items purchased by the 
office you are dealing with. You mark 
on the form the items you want to 
supply, then return it. 


equipment. 


If you’re dealing with one of the 
four purchasing offices, the informa- 
tion on Form 129 is transferred to 
a key punched index card, which is 
then classified under one or more 
categories. For example, if your firm 
has sheet metal forming equipment, 
stamping machinery, and welding fa- 
cilities, you would be included in 
three categories. The file also con- 
tains prime contractor and subcon- 


tractor categories. 
Your Card? 


Purpose of the Form 129 ques- 
tionnaire and classification system is 
to provide the purchasing office with 
a handy index of potential bidders. 
When purchasing agents have an 
item to buy, they run through the 
card index file, pull out the cards of 
manufacturers who might be able to 
do the iob. 

One of the many times this file 
played a vital role in military opera- 
tions occurred in 1951. QM officials 
received a rush order for combat 
gloves. They won't say how many 
gloves were involved, but they admit 
it was the largest procurement of 
the item on record. There were only 
a few months to get the contract 
awarded, the gloves produced and 
shipped to Korea. Winter was just 
around the corner at the front. 

The job required not only the en- 
tire U.S. glove manufacturing in- 
dustry, but also producers of such 
items as athletic equipment and auto 
seat covers. In short order, the card 
index file provided the record number 
of bidders’ names required. Within 
30 days after receipt of the order to 
buy, QMC had some of the gloves 
on the way to Korea. An airlift was 
required to get part of the shipmen 
to the front ahead of the weather 
but no GI suffered frostbite in the 
winter of 1951 because the Far Fast 
Command lacked gloves. 

You don’t have to fill out the Form 
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In Chicago, it takes 2— 
to fill the bill 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 
be the... 


CHICAGO 


‘SUN-TIMES 


211 W. Wacker Drive, Chicago * 250 Park Avenue, N. Y. 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA © HAL WINTER CO., MIAMI BEACH 
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Mayflower ‘ 


Warehouses 


FULL COLOR 
POSTCARDS 
for less than 1¢ apiece! 


+z Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department 5-10 


H. S. CROCKER CO., INC. 


SAN BRUNO + CALIFORNIA 


3x5 CARD 
POCKET FILE 


Salesman’s sales 
data (customers, 
prospects, specifica- 
tions, etc.) on 3 x 5 
index cards which 
instantly fliv in, flip out 
of smaller than 
wallet size, hand- 
some, long wearing 
box calf vinyl book. Soft, pliable book 
holds 8 tab dividers, plus over 50 cards 
for handy reference file. Opens flat at 
any desired page. Ideal sales record 
folio. Quantity discount prices. Pocket 
File with 120 cards $2.95 postpaid. 
C.O.D.’s_ require $1.00 deposit. Re- 
turn within 10 days if not satisfied. 


TELLURIC MFG. CO. 


P. O. Box 3306-T, Chicago 54 


129 questionnaire and put your name 
on file to start selling to the Quarter- 
master Corps; sales management ofh- 
cials of many firms would rather not 
take the time. For bidding informa- 
tion, they either rely on private serv- 
ices which provide advance notice ot 
procurements of all QMI buying ot- 
fices—depots and posts, as well as 
purchasing ofhces—or they contact 
the OMI buying office they have been 
dealing with when their company is 
in the market for a contract. 

After the private bid announce- 
ment service has told you the govern- 
ment is getting ready to buy, you 
must contact the appropriate QNI 
buying office and obtain a “procure- 
ment synopsis.” If your name is on 
file in the buying office, 
this procurement synopsis automatic- 


you receive 


ally—that is the major advantage ot 
filling out Form 129. 


Your Invitation 


The procurement synopsis tells you 
how many units of the item the gov- 
ernment wants. If you are interested 
in bidding after perusing the synop- 
sis, you ask for a “bid invitation.” 

The bid invitation tells where the 
item is to be delivered, when bids are 
due, delivery dates, and similar infor- 
mation. On the bid invitation, you 
list your price and sales terms, then 
sign your name at the bottom. You 
bid is then complete. You drop it in 
the mailbox and keep your fingers 
crossed. 

The bid invitation will describe the 
item being purchased by referring to 
various specifications. A QMIC speci- 
fication ranges from a few to many 
pages, replete with 
charts. 


drawings and 
It doesn't leave many ques- 
tions unanswered, as the following 
xcerpt from the 
‘bindings, — ski, 
cates: 

‘“Coverplates shall be given an elec- 
tro zinc or cadmium plating. The 
plating shall be 0.0005 inch thick ex- 
cept those difhcult to plate, 
where a minimum plating thickness 
of 0.00025 inch will be permitted.” 

The first time QMC sends you a 
bid invitation, these specifications will 
probably accempany it. You should 
study them carefully before submit- 
ting a bid, then file them away for 
future use. 

Contracis are almost always 
awarded to the lowest bidder. Major 
exception is the lowest bidder who 
lacks the equipment or money to fin- 
ish the job. The Quartermaster 
Corps checks these important details 
through a “pre-award” survey. The 


specification for 


cross-county,”  indi- 


areas 


survey is made by QMC engineers 
who visit the low-bidding plant and 
test the assembly line for size. Intor- 
mation on finance is obtained through 
standard business channels. 

If your firm is awarded a contract, 
you can expect additional visits trom 
ON 
“resident inspector” will camp at the 
end of the assembly line until the 
job is finished. In other cases, the 
inspector drops in at irregular inter- 
vals. 

In preparing your bid, it is advis- 
able that you ignore bids on previous 
contracts involving the same item, say 
QM officials. ‘hey point out that 
the earlier figure can be a boobytrap 
because, in 
know 


inspectors. In some Cases, a 


most Cases, you never 
whether the contractor who 
made it was responsible. It may be 
that he didn’t even complete the job. 

Another, more common unknown 
involves the earlier bidder’s facilities 
compared to yours. He may have had 
more modern equipment, machines 
that you don’t possess, lower labor 
costs, to mention only a few of hun- 
dreds of possible differences. Accord- 
ing to QNI officials, it is the exception 
rather than the rule for two firms 
making the same item to bid the same 
price. 


The Mechanics 


The Quartermaster Corps is pre- 
pared to help many small firms that 
lack the cost analysis personnel 
needed for intelligent bidding. But 
the help goes only so far. QMC 
wont tell you whether your bid is 
low enough to get the contract, but 
the agency will help you to determine 
whether you can produce the item 
at the price you have figured with 
the production facilities at your dis- 
posal. 

Many bidders fail to offer dis- 
counts in the belief that the govern- 
ment can’t pay fast enough to take 
advantage of them. But during July, 
1953, for example, the Chicago pur- 
chasing office received $9,715 out of 
the $9,719 in discounts it was offered. 
Everything else being equal, the bid- 
der who offers a discount stands a 
better chance of winning a contract 
than the one who doesn’t. ; 

According to another survey in 
July, 1953, at the Chicago purchas- 
ing office, it required an average of 
14 days from the time a shipment left 
the contractor's factory until the 
check for the shipment was in the 
mail on the way to the contractor. 

How many customers on your 
books right now can make that state- 
ment ? The End. 
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“This is the size we sell in the Growing Greensboro Market!” 


HERE’S A GEM OF A MARKET where brilliant 
sales performance is the rule rather than the 
exception . . . The Growing Greensboro Market 
has 1/5 of North Carolina’s total retail sales of 
over $3-Billion. In every one of the 10 major sales 
classifications, authentic figures* prove that the 
Greensboro ABC Retail Trading Area has selling- 
action that’s the answer to a sales manager’s 
prayer ... Take a long, studious look at the latest 
data on the Growing Greensboro Market—then use 
the fired-up selling force of 100,000 daily salesmen 
of the GREENSBORO NEWS and RECORD... . 


eee eee err ee ett Cte Te eee TT ry TT 


Only medium with dominant coverage in the 
Growing Greensboro Market, and with selling 
influence in over half of North Carolina! 


Tee Peer ee Pee eee Pr re 


*Sales Management Figures 


Greensboro 


News and Kecord 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
eo @eeeeeeeeeeeee#eeeeeeeeeeee#eeee#ee#eeee?e® 


INDUSTRIAL SALES AND INVENTORY TRENDS } 
1939-1954 


| 
Manufacturing Soles 
+ 4 


+ = a 
Manufacturing Sales Adjusted 
for Price Change 
| _oncesefoersacadece be 
need 


Billions of Dollars per Month, Seasonally Adjusted 


Billions of Dollars per Month, Seasonally Adjusted 


| 
> 
i ¢ 


e Manufacturing shipments in fourth quarter m egai i 
Forecast: g a a rter may regain spring 
level. Auto retooling was reflected in slide off of September 


industrial shipments. New orders were up in August, September. 


OCTOBER 15, 1954 


. 
‘ 
‘ 
‘ 
' 
. 
4 
1 
‘ 
‘ 
‘ 
' 
' 
‘ 
' 
' 
+ 
” 
'‘ 
7 
» 
* 
e 
e 
: 
' 
e 
1 
. 
’ 
a 
' 
+ 
] 
‘ 
t 
' 
’ 
] 
‘ 
Li] 
‘ 
‘ 
4 
+ 
’ 
s 
‘ 
' 
' 
t 
' 
‘ 
‘ 
* 
“ 
s 
' 
' 
' 
4 
' 
. 
‘ 
' 
o 
’ 
] 
’ 
s 
' 
’ 
' 
' 
‘ 
‘ 
® 
: 
‘ 
7 
. 
5 
® 
a 
+ 
’ 
, 
. 
. 
: 
+ 
. 
' 
. 
. 
5 
' 
' 
‘ 
' 


Your — 
Advertising 
re 


WHERE TO FIND 
ABLE EXECUTIVES 


Here in New York’s largest, most selective 
pool of finely-screened, high-calibre execu- 
tive personnel, you'll find men of tested 
abilities for every business and industry, 
in all phases of administration, manage- 
ment, finance, research, engineering, pro- 
duction, advertising, sales, marketing, 
merchandising, distribution, public rela- 
tions . . . and at no cost to you Phone or 
write us about your requirements. 
There is no substitute for experience. 


The famed 


FORTY PLUS CLUB 


in its 15th year 
220 Broadway, New York 38 BE 3-6086 


Mi k 
in @ @ @ for incentive charm 


If it is up to you, Mr. VP, to maintain sales 
records, you can't beat the incentive value 

of mink and other nice furs for achievement 
awards, good will tokens, gifts. Learn how a 
mink-provoked impact can stimulate sales 
and improve public relations. Write for 
catalogue ‘‘Furs in the News'’. As resident 
fur buyers and wholesale distributors we 
supply your every need; every garment 
guaranteed as represented. 


VICTOR ASSELIN FUR, INC. 
363 7th Ave., New York, BR 9-8830 


Key salesmen carn $5,000 to $10,000 a year and up. Thousands 
of firms seeking well-trained men. LaSalle trains you rapidly, 
thoroughly, in spare time at home. Low cost, easy terms. Nearly 
50 years’ experience — over 200,000 salesmen trained. FREE 32- 
PAGE BOOK, *‘Salesmanship, the Power that Wins Success,’’ tells 
today's new opportunities, and how you can prepare for large earn 
ings in this profitable profession. Write TODAY. 

LASALLE Extension University, 417 So. Dearborn St. 
A Correspondence Institution e Dept. L5819, Chicago 5, II. 


How Aéertsers US Photo- Reports 


Se Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J, 
MArket 2-3966 


EXECUTIVE SALESMAN 
Successful sales management experience. 
Qualified to train, supervise and instruct 
sales personnel. Acouainted with toiletries 
buyers and merchandise managers of drug, 
department and chain stores. Familiar with 
sales promotions, setting up special or regular 
demonstrations also advertising. Territory 
optional. Write for personal interview. Box 
3072. 


142 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Broadcasting Co... . 

Garrett E. Hollihan to sales man- 
ager, Pacific Coast radio network; 
Harry Woodworth to director, radio 
network, Western Division. 


American Houses, Inc. . . . 
Horace N. Durston to president; 
John C. Taylor to chairman of the 


board. 


American Machine & Foundry 
ss 4. 

General Walter Bedell Smith to 
vice-chairman, board of directors. 


Atlas Plywood Corp... . 
Stanley R. Venne to v-p in charge 
of sales. 


Beatrice Foods Co... . 

W. P. McCarthy to general sales 
manager, Gordon Swaney to assistant 
gsm, La Choy Products Division. 


Bellofram Corp. . . . 
Frank J. McArdle to advertising 
and public relations manager. 


Ben-Hur Mfg. Co... . 
Ralph Zickert to distribution man- 
ager. 


Burlington Mills Corp. . . . 
Three new v-p’s: George T. Gard- 
ner, David Gelb, Thomas S. Tolar. 


Chrysler Corp... . 

Airtemp Division: §, R. Prugh to 
head new separate Room Air Condi- 
tioner Sales Division. 

Dodge Division: Clinton R. Clark 
to cooperative advertising manager. 


Coleman Co., Inc. . . . 

John H. Schul to newly created 
post of director of material ; formerly 
general purchasing agent. 


Corning Glass Works . . . 

James M. Bierer to manager, ad- 
vertising and sales promotion, Con- 
sumer Products Division. 


Emmaline Knitted Sportswear Co... . 
Howard R. Girouard to general 
sales and advertising manager. 


General Dry Batteries, Inc. . . . 
J. J. Langlois to general sales man- 
ager. 


Greyhouna Corp... . 
James E. Campbell to 
sales manager. 


Indiana Glass Co. . . . 

Harold W. Beder, Jr., to director 
of sales; Richard K. McCreery to 
sales manager, Consumer Division. 


assistant 


Kellogg Switchboard and Supply 
Cc 


st ters 
W. P. Hollis to sales manager. 


Kendall Refining Co... . 

G. Harold Osborne to v-p in charge 
of marketing; Howard V. Smith to 
v-p in charge of refining. 


G. Krueger Brewing Co. . . . 
Edward H. Jewett III to advertis- 
ing manager. 


Krylon, Inc. . . . 
Donald K. Baxter to sales manager. 


Metal Goods Corp. .. . 
Allen H. Whitehead to manager, 
Nickel and Nickel Alloy Division. 


Motorola Inc. . . . 
Hugh H. Engelman to assistant 
advertising manager. 


National Motor Bearing Co., 
ee 

A. W. McGuire to product man- 
ager for National O-Rings, 


Nesco .. . 
Vincent Anson to advertising and 
merchandising manager. 


Pacific Mills . . . 


J. Neil Dow to executive v-p. 


Perkin-Elmer Corp... . 
Eugene W. Dunstan to general 
manager, new Vernistat Division. 


Philco Corp... . 
O. O. Schreiber to a v-p. 


Revlon Products Corp... . 

A. W. McGuire to product man- 
ager; Joseph E. Cassidy to manager, 
drug sales. 


Reynolds Metals Co. . . . 
Alfred H. Williams to general sales 
manager, Window Division. 


State Pharmacal Co... . 
John M. Mathis to president, from 
v-p in charge of sales and advertising. 


Schmidt Lithograph Co. .. . 

Jack A. Wichert to national ad- 
vertising and sales promotion man- 
ager. 


Trailmobile Inc. . . . 
James R. Hitt to Midwest indus- 
trial sales manager. 


Victor Adding Machine Co. .. . 
William J. Freund to sales man- 
ager, ‘new Electri-Car Division. 


J.C. Warren Corp... . 
Leon A. Wortman to sales man- 


ager. 


Westinghouse Electric Corp. . . . 
A. C. Meixner to assistant sales 
manager, apparatus products. 
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Advertising Corporation of America .... 
Allied Van Lines, Inc. 
Agency: McCann-Erickson, 
American Airlines, Inc. 
Agency: Ruthrauff & Ryan Inc. 
American Machinist 
Agency: Klau-Van Pietersom-Dunlap & 
Associates Inc. 
American Motel Magazine 
Agency: Torkel Gunde! Advertising 
American Safety Razor 
Agency: McCann-Erickson, 
American Telephone & Telegraph 
Company (Classified) 
Agency: Cunningham & Walsh Inc. 
American Weekly 
Agency: Cecil & Presbrey 
The Amsterdam Company 
Agency: Bozell & Jacobs, Inc. 
Appleton Post-Crescent 
Agency: The Brady Company 
Architectural Record 
Victor Asselin Fur, Inc. eeeege 
Agency: Bolland-McNary Inc 
Associated Business Publications 
Agency: Media Promotion 
Organization, Inc. 
Associated Publishers, Inc. 
Agency: Henry J. Kaufman & Associates 
Associated Purchasing Publications 
Agency: Baisch Advertising Agency 


Baltimore News Post 
Agency: Kaufman-Strouse, Inc 
Bangor Daily News 
Birmingham Committee of 100. 
Agency: Sparrow Advertising Agency 
Buffalo Courier Express 
Agency: Baldwin, Bowers & Strachan Inc 
Building Supply News ... ers 
Agency: Arthur R MacDonald. Inc. 


Capital Airlines o 

Agency: Lewis Edwin Ryan 
Chemical Week 

Agency: Royal & DeGuzman 
Chicago Sun Times 

Agency: John W. Shaw Advertising 
Chicago Tribune 

Agency: N. W. Ayer & Son, 
Christy Company 

Agency Chorles F. Dowd Inc 
Cincinnati Times-Star 

Agency: The Chester C. Moreland 

Company 

Civil Engineering 

Agency: The McCarty Company 
Cleveland Press 

Agency: Fuller & Smith & Ross, 
Consulting Engineer 

Agency: Paxson Advertising Inc 
Construction Equipment 

Agency: Hazard Advertising Company 
H. S. Crocker Company 

Agency: Brisacher & Staff 
Custom Food Products, Inc. 

Agency: Marthens, Galloway & Simms, Inc 


Dallas Morning News . es 
Agency: Randall Perry Advertising. 
Davenport Times Democrat 
Agency: L. W. Ramsey Advertising Agency 
Dell Publishing Company 
Agency: Robert W. Orr & Associates, 
Des Moines Register & Tribune 
Agency: The Buchen Company 
Detroit News 
Agency: W. B. Doner & Company 


Eagle Rubber Company, Inc. ..... 
Agency: Sweeney & James Company 
Electrical Dealer 
Agency: Meermans, 


Ferber Pen Corporation 
Agency: Lou Kashins Agency 
First 3 Markets Group, Inc. 
Agency: Anderson & Cairns, Inc. 
Foundry 
Agency: Beaumont, Heller & Sperling, Inc. 
Fountain & Fast Food 


Greensboro News & Record 
Agency: Henry J. Kaufman & Associates 
Grit Publishing Company 
Agency: Arndt, Preston, Chapin, 
Lamb & Keen, Inc. 


Joseph Hagn Company 
Jam Hand 
Agency: Campbell-Ewald Company 
Hinde & Dauch 
Agency: Howard Swink Advertising 
Agency, Inc. 
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ADVERTISERS’ INDEX 


The Schuyler Hopper Compony 


Indianapolis Star & News 
Agency: Sidener & Van Riper, Inc 
industrial Distribution 
Industrial Packaging 
Agency: Allan Marin & Associates, Inc 
International Sales Incentives, Inc. ..... 
Agency: Baker & Baker & Associates, Inc 


Journal of Accountancy 


Kansas Former 

Agency: R. J. Potts-Calkins & Holden, Inc. 
Keeney Publishing Company 

Agency: William J. Williams, Advertising 
Keller Breland Associates 

Agency: Olmsted & Foley 
Kleen-Stik Products, Inc. 

Agency: Burlingame- Grossman Advertising 
Kling Photo Corporation 

Aaency: Shapre, Wilkes, Gilbert & 

Groden, Inc 


LaSalle Extension University 
Aaencv: Critchfield & Company 
Locally Edited Gravure Magazine ae 
Aaency: Zimmer McClaskey eueebieenedl 
Louisville Courier-Journal ... 
Agency: Zimmer McClaskey Advertising 


Marsteller, Gebhardt & Reed, Inc. 
Mayfair-Lennox Hotels .. 

— H. Georae Bloch “Advertising 

om 

McGraw- Hilt Publishing Company ....... 

Aaency: Fuller & Smith & Ross Inc 
Memphis Press Scimitar-Commerciol 

Appeal 

Aaency: Rosengarten & Steinke, Inc 
Miami Herald 

Aaency: Auqust Dorr Advertising 
Midwest Formpaper Unit 

Aaencv: Olmsted & Foley 
Mill & Factory 

Aaency: Hazard Advertising Company 
Milwaukee Journal 

Aaency: Klau-Van Pietersom-Dunlap & 

Associates Inc 


New Equipment Digest ... . 
Aaency: Beaumont, Heller & Snerling, 
Newspaper Agency Corporation 
Agency: Francom Advertising Agency 
New York Journal American .... ‘ 
Agency: Sterling Advertising Agency, 
Norma Pencil Company 
Agency: Lewin, Williams & Saylor, Inc 


Daily Oklahoman & Times 
Aaency: Lowe Runkle Company 
Omcha World Herald 
Agency: Bozell & Jacobs, Inc 
Oravisual, Inc. 
Orlando Sentinel-Star 
Agency: Hammond, Inc 


Pacific Northwest Farm Quad 
Agency: Western Agency, Inc 
Packaging Parade 
Agency: Allan Marin & Associates 
The Packer Publishing Compor~ 
Aaency: Rogers & Smith, Potts-Turnbull 
Papermate 
Aaency: Foote, Cone & Belding 
Pfaelzer Brothers 
Aaency: Slauf Advertising Agency 
Philadelphia Inouirar oe Mekews 
Aaency: Al Paul Lefton Company 
Pioneer Rubber Company 
Aqency: Carr Linqgett Advertising 
Planned Circulation 
Portland Oregonian 
Aaoncy: Cole & Weber 
Pyrene Manufacturing Company ........ 
Agency: Gray & Rogers, Advertising 


RCA Victor Custom Records 
Agency: Ross Roy, Inc 
Railway Express Agency 
Agency: Benton & Bowles, Inc 
Recordcy Company 
Remington Rand, Inc. 
Agency: Leeford Advertising Agency, Inc 
Ronald Press Company 


Saladmaster Sales, Inc. 

Agency: Ted Workman Advertising 
Sales Management 
Sawyer's Inc. 

Agency: Carvel, Nelson & Powell 


S-D Survey's . 
Agency: Russel Birdwell & Associates 
Seattle Times 
Agency: Cole & Weber 
Seventeen 
Agency: Al Paul Lefton Company 
Sickles Photo Reporting Service ........ 
Agency: M. D. Lasky Company 
Sherwood Lighter Co., Inc. 
Agency: Reid! & Freede, Inc. 
Sioux City Journal & Tribune 
Southern Advertising & Publishing 
The Standard Group of Outdoor 
Advertising Companies 
Agency: Calkins & Holden, Inc. 
Sweet's Catalog Service 
Agency: The Schuyler Hopper Company 
Swiss Colony 
Agency: Arthur Towel! 


Telluric Manufacturing Company 
Agency: E. H. Brown Advertising Agency 
Thomas Publishing Company 
Agency: W. N. Hudson 
Time Magazine .. 
Agency: Young & Rubicam, 
Toduy's Health : 
Agency: Wells Hetherington & Associates 
Trans World Airlines, Inc. 
Agency: Batten, Barton, Durstine & 
Osborn Inc. 
Troy Record Newspapers 


United Van Lines, Inc 
Agency: Kelly, Zahrndt & Kelly, Inc 
U.S. News & World Report 
Agency: The Caples Company 


Visual Methods Company, 


WATV (Newark) 

Agency: Atlantic Advertising Company 
WHBF (Moline-Rock Island) 

Agency: Clement T. Hanson Company 
WHO (Des Moines) 

Agency: Doe-Anderson Advertising Agency 
WMCT (Memphis) 

Agency: Simon Gwynn 
WTAR (Norfolk) 

Agency: Laura Lambe Advertising 
Webster Electric Company 

Agency: Reincke, Meyer & Finn, Inc 
Western Union 

Agency: Albert Frank-Guenther Law, 
Worcester Telegram-Gazette 

Agency: C. Jerry Spaulding Inc 


Young and Rubicam, Inc. .............. 


DON'T BE FOOLED 
By The Fairly Young Age 


34-year-old sales exec. wants to join 
another firm, Prefer to operate in the 
South. Now employed as a sales man- 
ager. Supervise field mgrs. and many 
salesmen. Good record. Promotions 
have been rapid. Experienced also in 
publie relations & advertising. Married 
and have children. 

$10,000 to start, but expect more after 
I prove myself. Box 3074 


POSITION WANTED 


College grad, 36, with successful record 
of five years sales and three years man- 
agement experience in competitive ma- 
chinery line wishes sales position whet 
hard work and initiative will insure 
a future. Wil! travel, headquarters- 
Atlanta, Ga., minimum income $10,000. 
Reply Box 3073 


THE SCRATCH PAD 


By T. Harry Thompson 


Men and maids of marketing find 
it easy to agree with the old saving 
that business is like an automobile. 
It won't run itself, except down hill. 


Speaking of which, Dun & Brad- 
street has the most authentic and up- 
to-date list of retail businesses that 
someone said __ brightly, 


sy Mistake. 


were, as 
Opened | 


GEIGER COUNTER: Instrument. for 


counting Creigers. 


You sav the financial 
copy writer was fired for an 
unforgivable sin?” 

WIT Yeah; he put a com 
‘Merrill’ and 


ma between 


Lynch 
7 


Almost any house today is the 


house that ‘‘jack”’ built. 


How hypocoristic (hey, hey!) can 
you get? A local lunch-wagon is 
called the “Tiny Diny.” 


During last summer’s heat-wave, a 
hurch in the Midwest put this on 
ts bulletin board: “You think it’s 


hot here?” 
_ 


CONSULTANT: An executive who 
can’t find another job. Patuxent 
River T. Sicr. 

- 

No, Tessie; the story wasn’t “Ala- 

bama and the Forty Thieves.” 


SAFE BET: The one you were going 


to make, but didn’t.—Ralph Bellamy. 


Our own Pete Woodward tells me 
there is already a delightful book 
about the Pennsylvania Dutch with 


144 


ane 


the title: “Hex Marks the Spot.” 
Well, any way, Pete, I was trying. 


Seeing mention of The Monroe 
Doctrine here, San Francisco’s Na- 
tional Envelope Corp. sent me a sou- 
venir copy of that famous document. 


HOST: Chairman of the bored. 


Standard 
the South: 


hear 2?” 


public-relations line in 
“Hurry back now, you 


The Institute of Public Safety’s 
Amos Neyhart tells about the bad- 
tempered driver who was always cuss- 
ing out other drivers, even in front 
of his five-year-old daughter. One 
Sunday, Mama took the moppet for 
her ride, leaving Daddy home. When 
they got back, the infant said: “We 
had a wonderful ride, Daddy. We 
saw cows and chickens and pigs and 
little lambs. And, you know what? 
We didn’t see a single bastard!” 


BEAR 


ment. 


MARKET: Capital punish- 


BIGAMIST: A man who loved not 
wisely but two.—Don Rathle. 


Some live on love, some live on 
hope, and some just live on, it says 
here. If you want to live to be 100, 
Dr. Flanders Dunbar, who inter- 
viewed a number of centenarians, ad- 
vises: ‘Retirement and enforced edu- 
cation in leisure deteat their own 
goal. “Those who remain healthy after 
age 65 wish to work, and they stay 
healthy Jecause they work.” In brief, 
don’t confuse rusting with resting. 


Best antidote to the fear of death 
is the death of fear. 


The column applauds the Italian 
Line for a sweet piece of copy: 

“S00 years to build this ship 
da Vinci, Michelangelo, Titian, Cel- 
lini . . . you'll feel their spirit and 
see the mark of their immortal minds 
in every detail of this great new ship. 

“You'll see it in the smouldering 
colors of her mosaic tile and the intri- 
cate beauty of her tapestries and in- 
laid woods. You'll feel it in the soft 
luxury of Milanese fabrics and Flor- 
entine leathers. 

“You'll hear it in the bell-like ring 
of Venetian crystal and the courteous 
tone of a Roman steward. She is the 
fulfillment of the rich Renaissance 
tradition, five centuries old. She is 
the gallant new Cristoforo Colombo.” 


In our imperfect world, only a 
mortgage is ever ‘“‘satisfied.” 


Charlie Joseph, dean of Pittsburgh 
advertising men, who does the “Ad 
Man’s Corner” for his town’s Sun- 
Telegraph, picked up our ‘Clichés 
of the air-waves,” reminded us we 
had omitted the oldest of them all: 
“The giant economy size.” Touché, 


Charlie! 


Sign in a Chicago “el” station: 
“Have a frankfurter and roll down- 
stairs.” 


Herb Dickson asks if we've heard 
about the firefly who backed into the 
electric fan and was really de-lighted ? 
Maybe that’s why the Latins called 
her ignis fatuus, meaning “foolish 
fire.” 

— 


“A prudent man is like a pin; his 


head keeps him from going too far.’ 


—HTotel Monthly. 


A fresh egg usually gets slapped in 
the pan, it says here. 


EUPHEMISM: Calling flying 


roach a “palmetto bug.” 


. 
Speaking of insects, the makers of 


Tanglefoot would be the first to deny 
they “wouldn’t hurt a fly.” 


CASH SALE: No uncertain terms. 


SALES MANAGEMENT 


ee. Le. Le LT ee ee eee 


New Ascot Cigarette Box Lighter ... the light’s in the lid! 


Great ideas for business gifts 


and sales incentive plans! poreda phe Set — Lighter, 


four golden ash trays, utility stand. 


Windproof Lighter — Ribbed 
Handsome genuine leather cigarette box with a precision-built Ascot lighter chrome, medium-priced gift hit! 


in the lid! Keeps cigarettes and light in one place — the most 

beautifully useful business gift ever designed! 

Ideal for customers, business associates and friends because they'll use their 
\scot Cigarette Box lighter for years. Put your company insignia or name 
or personalized monogram in gold letters on the cover — or engrave your 


customer's signature proudly and permanently on the gleaming band. 


Choose from 25 beautiful Ascot lighters . . . from $3 to $29.95 — gift wrapped, if desired 


Lighter Division, A.S.R. Corp. 
Dept. SM , 380 Ma \ 
New York 17, N. Y. 


Please send me your full-color brochure showing 
Ascot lighters and information about quantity discounts 


Name and Title 


Company 


Florentine Dagger Lighter—For your most important gift-giving Address 
this letter-opener, paperweight and handsome desk ornament! Luxu 

riously gold-finished with jewel-like hilt in black onyx, beige onyx or City Zone seein Yan 
jade green colors. A truly memorable —and useful —gift! 


Selling today calls for more from advertising 
than brand identification. To keep a brand in 
stock and on display in retail stores calls for 
the buying action which only the newspaper 
with its intensive penetration of buying power 
and unique relation with readers can produce. 

No other medium can match the newspaper 
for the selling power that produces the impact 
at retail counters which causes retailers to stock 
and push your line. And in Chicago no news- 
paper can match the Tribune for advertising 
results. 

As Chicago’s most dynamic newspaper, the 
Tribune is bought, read and bought from by 


Chicago New York City Detroit 


hundreds of thousands more families than are 
reached by any other Chicago newspaper. 
Their buying attracted to the Tribune during 
the twelve months ended Dec. 31, 1953, over 
$58,000,000.00 in advertising —far more than 
has ever appeared in any similar period in any 
other newspaper in the world. 

A Tribune representative will be glad to 
discuss with you a plan that will produce more 
sales of your brand and build a consumer fran- 
chise for it among Tribune readers that will 
place you in a stronger market position. Why 
not ask him to call today, while the matter is 
fresh in your mind? 


San Francisco Los Angeles 


A. W. Dreier 
1333 Tribune Tower 


E. P. Struhsacker 
220 E. 42nd St. 


W. E. Bates 
Penobscot Bidg. 


Fitzpatrick Associates 
155 Montgomery St. 


Fitzpatrick Associates 
3460 Wilshire Bivd. 


